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ooo And “REPEATERS” FOREVER AFTER 


REEMAN ’’Master-Fitters’’ make fast friends FAST! 

Their concealed 2-Way Arch Bracer, aided by the 
Arch-Cushion wedge heel, says to customers: "Here's 
the shee you've been looking for. Remember the 
name—and don’t forget whe sells it!” 


’*Master-Fitters” aren’t corrective shoes. They're 
Connect shoes, they keep normal feet normal. They 


are masterpieces of Freeman style... marvels of 
Freeman value ...’’tops” in a nationally known, nation- 
ally advertised line that builds business and holds it. 
Write for the new Fall catalogue ...or for an appoint- 
ment with our representative. There are 175 Freeman 
styles waiting to go to work for you. 


FREEMAN SHOE CORPORATION - BELoit, WIscoNsIN 





FREEMAN 
Wlatter Ditters 


WORN WITH PRIDE 


BY MILLIONS 





When writing advertisers please mention Boot and Shoe Recorder 
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VOICE of the TRADE 


KKNOCK-KNOCK, who’s there! 
Sol Hurwit, production manager 
of California Shoes in Los An- 
geles, tells of receiving an interest- 
ing postal from a Long Island City 
friend which read: 


YY) =0 


—~s 


KNOCK. 
‘Moc, 
iby 





“Speaking in terms you are ac- 
customed to hearing in business, I 
feel like a HEEL for not writing 
you sooner. Do not LACE it into 
a very busy SOLE who promises 
to keep INSTEP with you in the 
future. I hope you'll LEATHER 
ride this time because my pen 
cannot express what my TONGUE 
would like to say. This is the 
LAST word. I wish to SHANK 
you for the birthday card and your 
thoughtfulness. I’m SHOE if EYE- 
LET myself forget again TOE 
write it will be the HOOK for me, 
BUTTON the other hand, the same 
goes for you. ARCHie Colomell.” 


* * * 


P AT KAY, manager of the H. A. 
Meyer Shoe Company’s Bostonian 
Store in Chicago, says: 

“In our Fall and Winter line-up 
of footwear we are showing broader 
toes and heavier soles for men. I 


expect to do a bigger business than 
ever on my buck shoes this season, 
and the colors most in demand are 
brown and grey. The broader toes 
on our shoes are being received 
with a great deal of enthusiasm by 
our customers.” 


* * * 


S AMUEL G. STAFF of the Julius 
Grossman stores, has it on good 
authority that Max Deutsch is such 
an advocate of foot correction that 
he fitted a pair of rubbers with 
metatarsal pads. At least, that was 
said across the table at the meeting 
of the Shoe Merchants Council of 
New York, last week. 














Mr. Deutsch is being congratu- 
lated on his new store, opening on 
the Grand Concourse, New York. 
He opened his original store some 
thirty-four years ago and says that 
he hopes that future stores will not 
be so far between. 


* * * 
FROM Bob Martin of the Boot- 
ery at A. Nachman, Inc., Mont- 


gomery, Ala., we get the following 
eight short cuts to the consumma- 


Page |5 


tion of a shoe sale—short and 
sweet: 

“1. Greet her. 
3. Question her. 
5. Fit her. 6. Sell her. 
her. 8. Dismiss her.” 


2. Seat her. 
4. Show her. 
7. Thank 





HIOW long does a deposit hold 
good? The Dixie Store in Chick- 
asha, Okla., sends us a postcard, 
which they received, reading as 
follows: 

“T was in Chickasha about four 
years ago, working for a photogra- 
pher. While there I made a de- 
posit of fifty cents on a pair of 
shoes size 7B, straight last, high 
shoe, price $4.85 or $4.95. I 
couldn’t take them out because my 
pension was cut off but since they 
paid the bonus, I’m ‘in the money.’ 
So if you have that style and can 
let me have the shoes at the same 
price, you can send them to me 
C.0.D. and I will pay the C.O.D. 


charges.” 
* * * 


‘ST HIS year we are finding a 
ready acceptance of the shoe that 


carries its own color. So instead 











a 
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of shoes just being a minor part 
of the accessory picture, they are 
of prime importance,” finds Paul 
Jesberg. This Los Angeles shoe 
merchant then proceeded to outline 
his buying program for the late 
September and October period. 
“Leave a little suede in the shoes 
for contrast, for the people will 
buy shoes with touches of suede in 
them for several months to come. 
Use a great deal more kidskin or 
possibly a touch of calf leather, 
in with the suede. No combinations 
of colors, but combinations of 
leathers in the same shade. For 
example, a bronze kid and bronze 
suede make a gorgeous combina- 
tion, especially when worn with the 
new green suits. Shoes of this com- 
bination have many costume uses 
and give us a chance to make 
money on them. I seriously doubt 
if any shoe buyer ever made any 
money carrying green shoes, or 
any of the high vivid shades. A 
Terra Cotta kid and suede shoe 
makes another easily salable shoe 
for the green costume. In this case 
we may suggest either a bag of 
the same color or even one of 
green suede, trimmed with kid, or 
the reverse. Blue in suede and 
suede combinations is carrying 
through even stronger than was 
anticipated the first of the season.” 








HI ORTENSE M. DOMINICI, pres- 
ident of Bonwit Teller, Inc., New 
York, says: 

“Because a great number of our 
customers are men, we realize their 
viewpoint on shopping. At Christ- 
mas time we start the Wise Men’s 
Club with a mannequin-showing on 
an evening dedicated to men only. 
The Wise Men’s Club is a specially 
decorated shop with masculine at- 
mosphere, plenty of ash trays and 
cigarettes, and supervised by 
charming and efficient gift secre- 
taries. Here any man can shop in 
splendid isolation during the holi- 
day season. 

“We believe Bonwit Teller to be 
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“THE NATION’S EAR” 





INVENTIONS | 
WANTED 








—In this highly mechanized “world 
of ours we are ever on the alert 
to discover new industries, the 
production of which will help take 
up the slack of employment. 


—Radio as an example... 
—At the end of 1928, the number 


of receiving sets in operation in 
homes was 7,500,000. 


—By the end of 1935, the astound- 


ing total of 22,500,000 active sets 
had been reached 


—Which goes to show how rapidly 

’ an infant industry can develop in 
a country where education and 
high standards of living are the 
order of the day. 


—Several hundred thousand people 
are employed in the building and 
servicing of radio sets for Amer- 
ican homes. 

—Give us a few more such indus- 
tries and unemployment will drop 
to an irreducible minimum. 


Zone & Teen 


President 





the only shop in New York that has 
made a comprehensive study of the 
customer and that has let the clien- 
tele actually have a say in the run- 
ning of the store they patronize. 
We feel we know our customers, 
and our customers tell us that they 
are happy to know us—and that is 
our one great aim.” 


* * #*# 


CHARLES O. ZIMMERMAN, 
credit manager of Graton & Knight 
Company, Worcester, Mass., says: 
“Credit is the power to obtain 
goods or services by giving a 
promise to pay money (or goods) 
on demand at a specified date in 
the future. In establishing a sound 
basis for an extension of credit, 
there are three important deter- 
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mining factors which should be 
carefully considered, known as the 
‘Three C’s of Credit’—Character, 
Capacity and Capital. The moral 
responsibility of the individual or 
company characterizes the intent 
to pay. 

“The business capacity of the in- 
dividual or company based on his 
or its past performances indicates 
the ability to pay. It, perhaps, 
would be well to mention at this 
point that if a man possessed only 
character and ability, there would 
still exist an element of risk if we 
were to rely merely on his prom- 
ise to pay. To illustrate this point, 
the following example is quoted: 

“Brown, who has no capital, but 
has already established a satisfac- 
tory record of honesty and busi- 
ness ability, buys a horse from 
Green on credit for $300. The horse 
dies before Brown had an oppor- 
tunity to resell it, and as he has 
no money, the time payment to 
Green is postponed indefinitely. If, 
however, in addition to possessing 
character and ability, he had $1,000 
in capital, Green would then be 
assured prompt payment of his bill 
on the due date, regardless of the 
loss suffered by Brown. It is, there- 
fore, apparent that the possession 
of capital acts as a form of insur- 
ance protection against the un- 
expected.” 








A. B. YOUNG, veteran shoe re- 
tailer in Los Angeles, in a dis- 
tinctly philosophic mood, says: 
“A good shoe man can take the 
finest shoe made from the stand- 
point of expert shoemaking and not 
be able to sell it. It is not how we 
in the trade accept our product, it 
is how the consumer accepts the 
shoes. Therefore the one big ques- 
tion in deciding upon a shoe is not 
what we think of it, but how will 
the wearer like it. A man pays his 
money for a pair of shoes, so he is 
the judge of what he likes and dis- 
likes. This question of what enters 
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into a good shoe is a broad one. 
Many buyers overlook one impor- 
tant point in their quest for certain 
weight soles, certain kinds of upper 
leathers and so forth. They miss 
the point of ‘How does this shoe go 
on the customer’s foot?’ 

“A customer, especially a man, 
immediately compares the feel of 
the new shoe with that of the one 
he has been wearing. If the right 
feel is not there, all the traveling 
salesman’s arguments relative to 
construction, materials and _ lasts 
has gone to waste, for the shoe will 
not sell. Another thing, is the mak- 
ing of shoes in perfect pairs. Plenty 
of manufacturers can make a good 
right shoe, but are almost at a loss 
to make a left, which will look 
enough like the right to have the 
pair salable. I am not talking 
about work shoes or cheap shoes, 
but of some of the so-called finest 
makes. 

“It took us a long time to dis- 
cover we must have plenty of sizes 
and widths if we expected to do a 
real retail shoe business. We have 
found by carrying complete sizes 
that we can sell much more readily 
and even get commensurate higher 
prices than when we carried the 
usual assortment of sizes.” 


* * % 


AT was free shoe day at the Bea- 
con Relief Mission in the lower 
east side in New York. This old 
mission, built on the site of the 
Silver Dollar Bar of the Gay Nine- 
ties, distributed 350 pairs of shoes 
to needy women and children last 
week. The shoes were donated by 
the shoe merchants of New York. 

The long line of women and 
children had a merry laugh as 
they waited. Two mothers, quar- 
reling over their place in line, 
staged a hair-pulling match. As 
they tugged and fought, other wo- 
men moved into their place. When 
the fight ended, the two combatants 
were way down the line, without 
a chance of being in the lucky 350. 


* * * 


SAMUEL FRANK, president of 
Frank Brothers, Fifth Avenue, an- 
nounces: 

“Modern daughters of our hered- 
itary customers are not content with 


1936 


a restrained interpretation of the 
latest styles. The solution—Sophis- 
tocrat shoes, the newest, gayest de- 
signs in shoedom and the Sophis- 
tocrat Shop, the most modern and 
glamorous of shoe salons. 


“The Sophistocrat room is mod- 
ern in the best sense of the word 
. . . minus all harsh angles and 
the glare of chromium. It is oval 
in shape, with deeply upholstered 
curved wall seats. Full length mir- 
rors are treated like alcoves, with 
low side railings dividing the mir- 
ror sections from the room. All 
merchandise is out of sight, but not 
out of mind, for in the foyer lead- 
ing to this room is a beautiful dis- 
play unit. One whole wall is con- 
structed of brick glass through 
which a pale light is diffused. In 
front of this is an open glass dis- 
play case. Salesmen’s foot stools 
are taboo. Instead, there are very 
feminine cushioned hassocks that 


would make comfortable seats as 
well as footrests. The color scheme 
is salmon pink for the wallpaper, 
light beige upholstery and jewel 
blue rug. 

“Notwithstanding the fashion 
vagaries of the past sixty-five years, 
Frank Brothers look forward to 
tomorrow with a fresh, unjaded 
viewpoint.” 

% * ve 

**HBERE, in Oklahoma City, we 
have just passed through the hottest 
and dryest Summer in our history,” 
said William G. Nissen. ‘Our rain- 
fall has been less than one-third of 
normal and temperatures of 110 
and 113, totally unknown before, 
have been experienced on a number 
of occasions this Summer. Business, 
however, has been very good with 
us, averaging 38 per cent increase 
since the first of the year up to 
the present time. Despite the crop 
tailure, we expect even better in- 
crease for the balance of the year. 
Right now carpenters, electricians 
and painters are working at top 
speed to complete our remodeling 
and to install a new department, 
made necessary by our increasing 
business.” 


",.. and these will make a bonnie pai-r o' wor-rk shoes!" 
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FASHION 
FUTURE 
SHOES 


These models were presented at the 

important “Fashion Futures” showing 

held recently by the Fashion Group at the 
Waldorf-Astoria 


SELECTED by a distinguished jury of style experts, 
these models represent the most important types from 
current high-style lines and are pointing the way to future 
developments. The dominant shoe of the showing was 
the glove-fitting, high-riding step-in, emphasizing pitch 
black suede as the Winter’s smartest choice. The shoe 
with the Lastex mesh at the left and the two suede 
shoes at the extreme right are typical. The perforated 
shoes in the center, with dime-size holes are two much 
discussed models to be prominently promoted by Bon- 
wit Teller. Bottines were high-lighted. Shoes of kid, 
reptile, calf and reverse calf were featured. Bracelet 
sandals and high-cut vamp effects scored for evening. 


Decne aon age see ee ee 
LE LT IY z 


BLACK BROADCLOTH IN A 

HELEN COOKMAN COAT shown at 

Fashion Futures, This smooth woolen 

will have a decided fashion revival, 

while the back fullness is a significant 
note in silhouettes. 
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A well arranged Fall window by 
Shoecraft, New York, in which foot- 
wear, handbags and other accessories 
are featured together in an attractive 
arrangement. New “Clinging Vine” 
high cut model with Lastex shown. 


BLACK 
NOTE 
IS STRESSED 


Im Early Fall Windows... 


ALTHOUGH Autumn shoe business in many localities 
needs the stimulus of cool weather, which up to this 
time has been lacking, Fall promotions are in full 
swing and retailers everywhere are putting their best 
shoes foremost in windows and retail ads that reflect 
the beauty and style appeal of the new season’s foot- 
wear. That’s as true of Main Street as it is of Fifth 
Avenue, or of any of the Fifth Avenue prototypes to 
be found in important retail centers the country over. 

Judging from the impression one forms on the basis 
of a survey of many of important shoe shops on New 
York’s own particular Fifth Avenue, three important 
promotional angles stand out in rather bold relief 
at this particular time, namely, the decided emphasis 
on black in the Fall colors, the wide interest in suede 
leathers and the very definite trend toward higher cut 
patterns, including the so-called “bottine” or semi-boot 
pattern, which is being shown in many windows and 
which undoubtedly claims the distinction of being one 
of the most interesting promotional shoes of the season. 

This season shoe stores are not only promoting 


Suede Leathers and Higher Cut 
Patterns Alse Stand Out In 


September Promotions 


ra ON a SR pa 


This beautiful window by Rike-Kumler 

Company, Dayton, Ohio, formed one 

of a group of three used to display 

the Fall style selections chosen by 

Elmer Blomquist, shoe buyer for the 
store. , 


black suedes, but apparently they’re proud of it, for 
they vie with one another in telling the public through 
ads and windows how black their shoes are. We have 
heard for years of “the whitest whites” in shoe leaders. 
but this season, apparently, it’s the blackest blacks 
that retailers are emphasizing, with DePinna and 
others describing them as “pitch black,” Miller show- 
ing a whole window full of “jet blacks” in their lower 
Fifth Avenue store and Walk-Over playing up “domino 
black” in a clever display in which the black masks 
worn at costume balls are used to carry out the 
domino idea. 

Suedes in other colors, as well as black, are being 
shown in Fifth Avenue windows, of course, the greatest 
color interest being focused on the “vintage” shade 
to which Miller is giving much window publicity; the 
dark green shade, which Florsheim features in women’s 
shoes under the name of “paddock green,” the popular 
Aubergine or eggplant shade and, of course, the in- 
evitable browns which, after all is said and done. form 

[TURN TO PAGE 56, PLEASE] 
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Cheek List of Possible Effects 
of the Robinson-Patman Aet 


ENOUGH is now known of the Robinson-Patman Act by 
to make generally clear (1) that many aggravating DR. WILLARD L. THORP 
uncertainties lurk in its language which only the courts “Director of Economic Research 








can resolve, and (2) that these a ee uite ona 
secondary to the fact that a new working principle 













EDWIN B. GEORGE 
been injected into sep ok which promises defi- \ me Associate Economist 
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alleged difference! _. , i methods of glossing discriminatory 
ferent and disch frustomers by expressing it indirectly, as 
slight or non-exist® dual price concessions or special allow- 

“Extras” and “S$ ices. The same result can be expected 


ominal. It raises interesting questions 
ith regular style changes, such as radio. 
appear a little nervous over the temp- 
such a privilege and are warning that 
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and “specials” are so i nt ~ a yf R below, “Reduced Quantity Spreads”) 
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New Arbiters of Business Practice 


Members of the Federal Trade Commission who must interpret the Robinson- 
Patman Act for Business. R. E. Freer, W. A. Ayers, Charles H. Marsh, chairman; 
Garland S. Ferguson and Erwin L. Davis 


not require that discounts are compulsory wherever 
economies are earned. 

Discount Bases. Attorneys frequently advise that 
manufacturers may still base their discounts in any 
manner they see fit, either on specific orders, annual 
or semi-annual purchases, cumulative purchases, or 
otherwise. Relative costs, computed and _ allocated 
more carefully than has been the general custom 
would be a necessary by-product of such distinctions. 
The legitimacy of this kind of tolerance is defended, 
naturally enough, by certain prominent distributors. 
Some manufacturers, on the other hand, will try to 
use the law to get away from quantity discounts based 
on cumulative quantities. 


Reduced Quantity Spreads 


The most common expectation is that previously 
existing spreads between prices for different quantities 
will be somewhat diminished, on the assumption that 
they have exceeded any demonstrable economies in 
cost. Some contrary opinion has been expressed over 
the possibility of realizing even this most basic pur- 
pose of the law. Claims have been made that many 
large purchasers are not now accorded the price ad- 
vantage which can be justified by differences in the 
cost of serving them. The answer to this is that the 
law does not require any quantity discount at all. 

The issue is no slight one, even though popular 
opinion at the moment may be one-sided against the 
contention that large orders carry small ones. It is 
no secret to marketing men and cost analysts that 
small orders in the general run of business are rela- 
tively expensive. That issue, however, would be re- 
garded by many of them as lying between very small 


business and middle-sized business; it would be hard 
to convince them that that kind of disadvantage to 
“large orders” runs all the way to super-business levels, 
and even to immediate business not so “super” where 
the potentialities are big and attractive. Probably 
all would agree that there have been at least a few 
outstanding revelations of large purchasers obtaining 
concessions beyond the limit of economies involved. 


Unearned Discounts 


Many sellers are interested in the possibility that if 
buyers take unearned discounts they may be making 
themselves guilty of knowingly inducing an unlawful 
discrimination in price. The taking of unearned cash 
discounts is one of the more obvious examples. The 
seller might also be guilty if he permitted such dis- 
counts, depending upon the extent to which his intent 
is or is not taken into consideration. Some sellers are 
accepting payment even when the purchaser has im- 
properly deducted the discount, and then billing him 
for the amount of the discount, thus hoping to clear 
themselves of any charge of intentional discrimination. 
This procedure, incidentally, destroys any defense on 
the part of the buyer that the discount was taken in 
error. 

Returned Merchandise. It may not be _permis- 
sible to accept returned merchandise from some cus- 
tomers, with full or partial extension of credit, unless 
the same privilege is accorded all competing customers. 

Special Sales and Salesmen’s “Auctions.” Spec- 
ulation has arisen as to what will happen to extra 
price concessions for special occasions such as Anni- 
versary Sales. An argument in their defense is that 

[TURN TO PAGE 57, PLEASE] 
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by ALBERT WHIPPLE MORSE JR. 


HIEAT put on its greatest August show this year in cen- 
tral Kansas. Taking a strip through the state includ- 
ing the market centers of Salina, Hutchinson and 
Wichita, which feed and draw from the western half 
of Kansas, we find meteorological records in this 
drought area broken on an all-time basis. 

Such prolonged periods of 100 degrees or over, as 
characterized August weather, and such extremely high 
individual readings for the days in that month, were, 
however, things of unusual occurrence for Kansas, and 
failed to stop the business men from preparing for 
greater Fall sales. Shoe retailers are selling higher 
quality merchandise, and their customers have the 
money to buy it. 

Out of 106 cities in the United States, situated in 27 
states, ranging in population from 20,155 to 54,784, 
Salina, Kan., shown by the 1930 U. S. Census to be 
the smallest of the group, had the largest retail sales, 
according to the 1933 U. S. Census of Retail Sales. 

From the northwestern one-fourth of Kansas come 
shoe customers who demand styles, sizes and lasts, 
the same people who come to Salina for furniture, 
suits and hats. Salina’s sphere of influence reaches 
west to the Colorado line, and north to Nebraska. 

Saline County alone, where Salina is situated, is 


; 
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receiving an income of $3,300,000 from the more than 
3,000,000 bushels of wheat harvested this past sum- 
mer. Only once has this county had a bigger wheat 
crop, and the farmers did not get as good a price for 
it as they are receiving this year. 

Wheat is the principal crop of Salina’s trade terri- 


‘tory, and when the wheat yield is good, then they have 


their crop. This year they have it. 

Within the City of Salina, flour milling is the prin- 
cipal industry, and all of the five mills are operating 
night and day. Meat packing ranks second, and im- 
plement manufacture is third. Then there is the exten- 
sive wholesale distribution of groceries, hardware and 
produce. 

An all-time high temperature record was established 
in Salina on August 13, 1936, with a reading of 118 
degrees, which broke the preceding day’s record of 
117 degrees. August, 1936, had the highest mean maxi- 
mum, the highest mean minimum and the highest 
average temperatures of any August in the history of 
Salina’s weather bureau. 

Drought conditions are reflected by the 2.49 inches 
of rain in Salina during the three summer months of 
this year, as compared with 6.74 inches in the same 
period of 1934, which was a severe drought year. 
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WHEAT Saves 


1936 


SHOE MONEY 


Despite Kansas Drought 


Sunflower State Prospers in Wheat Growing Area and 


Shoe Men Report Sales Ahead of Last Year, with In- 


ereased Demand for Better Grade Shoes—Oil Industry 


Likewise Contributes Liberally to State’s Industrial Prog- 


ress, 


with Tangible Results in Diminished Price Resist- 


ance and Greater Demand for Fashionable Footwear. 


The sun reduced the corn crop, dried up the pastures, 
and shortened the feed crop, with clouds shielding the 
fields only three days from the blazing rays, during 
August. 

Wheat was harvested early enough to escape the 
heat and aridity which descended with such intensity 
during the Summer months, so the chief crop of the 
Salina area maintains the buying power now being 
reflected in improved shoe sales. 

Epp’s Bootery of Salina stuck close to quality mer- 
chandise all during the depression, while smaller 
towns, nearby, went to cheaper shoes, and this helped 
J. R. Epp, proprietor, to maintain his volume. His 
price range on ladies’ shoes is from $5.00 to $10.00, 
and on men’s from $4.00 to $10.00, with the volume 
spot in both classes at $5.00. 

“Our sales are running ahead of last year,” de- 
clares Mr. Epp, who has been in the shoe business in 
Salina since 1921. “The first eight months of 1936 
showed an increase of 12 per cent over the same period 

last year, and this Fall will show a substantial increase 
over 1935. Our better grades of shoes have held up 
in sales very well.” 

“Hurrah” sales are a thing of the past, in the opinion 
of L. V. Collins, secretary of the Geo. Seitz Shoe Co., 
Salina, who declares that people want new and fresh 
merchandise at standard or regular prices. This store 
has a sale just twice a year, whereas there was a time 

“when they held one-day sales several times a year. 

“It’s easier to sell quality merchandise than it has 
been,” is the encouraging observation of Mr. Collins, 
“and we have noticed this more favorable attitude 


toward better shoes develop particularly during the 
past year. 
able to pay for them than was the case a few years 
ago. We have had a substantial increase in business 
the first eight months of 1936 over last year.” 

Geo. Seitz Shoe Co. sells ladies’ shoes from $5.00 
to $10.50, and men’s shoes at from $5.00 to $10.00. 

“Our $4.00 shoe used to be our feature seller, but 
now it’s our $5.00 shoe,” reports C. L. Griffith, mana- 
ger of Gibbs Clothing Co., Salina, which carries only 
men’s and boys’ shoes. “We have graded up our stock 


People want good shoes, and are better 


in the past two years.” 

A gain in his shoe sales up to Sept. 1, 1936, as com- 
pared to last year, has been experienced by Mr. 
Griffith, whose men’s shoes are priced at $4.00 and 
$5.00, and boys’ at $2.00, $2.50 and $3.00. 

Kansas around 100,000,000 
bushels of wheat a year, and over a third of this is 


normally produces 


raised in the trade area of Hutchinson, which serves a 
territory of 75,500 people, containing 35 counties. In 
Hutchinson there are 685 retail outlets, and Federal 
figures show this city second in the state of Kansas 
in bank clearings for the first six months of 1936. 

Temperature in Hutchinson reached 115 on Aug. 12, 
1936, which was within one point of the all-time high. 
During the month of August there were 19 days of 
100 or more degrees, this year, and 13 of these days 
were consecutive. 

“This year we bought more quality shoes for Fall 
and Winter than we have done for three or four years,” 
relates Perry A. Welch of the O. R. Welch shoe store 

[TURN TO PAGE 40, PLEASE] 
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How Dumb Is A Customer? 


THE next six weeks should be the best selling weeks 
of the season. Customers need shoes, want shoes and 
will buy shoes; but they won’t buy what they don’t 
want. 

We had occasion, during our Summer vacation, to 
go out to sea with a lobster man. We learned some- 
thing from his mode of operation that may have a 
bearing on so remote a subject as the sale of shoes. 
His line of traps, off the tip of Cape Cod, was most 
productive and it aroused the envy of other lobster 
men who placed parallel lines in the hopes of equal 
success. We watched him haul his traps and out of 
twenty-four pots, he pulled 140 pounds of large lob- 
ster, which commanded a market price of 40c per 
pound. Each time he pulled a pot out of the sea and 
laid it athwart his dory, he opened the gate, took out 
the lobsters and rebaited the stick with fresh fish— 
and plenty of it. The old bait he kept in the boat, 
rather than tossing it overboard. He was generous 
to a fault, with new fresh bait and at no time did he 
throw the day-old bait into the sea. 

When he finished the line, he rowed ashore and 
discarded the old bait where it couldn’t be eaten by 
lobsters. He then picked up his oars and headed for 
home. On the way, he compared hauls with his com- 
petitor. The other man had caught but a bare thirty 
pounds of lobster. 

I asked him the reason why and he said: “That 
damned fool throws his bait overboard and why should 
a lobster bother to go into the pot when he can get 
enough to eat, without effort, from the old bait cast 
overboard?” My lobster man’s final remark was: “He 
has been doing that for years and even though I am 
less than one hundred yards away from him, he has 
never studied my business methods.” 

You can’t catch customers with old bait. So there’s 
the point. Why fill up a store window with old stuff 
that you want to sell and give away to the public, 
when perhaps the public wants something new and 
fresh? Two merchants having adjacent stores may 
have similar business experiences to these two lobster 
men. The successful man’s methods may be most ap- 
parent to everyone, including the public, and yet the 
blind merchant cannot see it. 

We said something last week about shortening the 


season by clearance sales to the very diminishing point. 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Certainly good shoes, in good stores, warrant a more 
respectful attitude than one in which they are classified 
as “old bait”—fit only for clearance nearly twelve 
months in the year. This public is not as dumb as 
many a merchant thinks it is. It knows what it wants 
and goes where it can get it. Imagine a store continuing 
to say: “These shoes were formerly $8.00 and are 
now $4.95” and when pinned to the truth, the mer- 
chant admits that “formerly” was a long way back 
to 1929. 

More power to the Better Business Bureau of Chi- 
cago, for it evolves a new system of testing comparative 
ad truth and says: “The comparative price is the 
figure used in advertising at which identical mer- 
chandise on sale, and in the merchant’s own store, was 
marked prior to its present announced selling price. 
Comparative price must not be used unless that com- 
parative price shall be the last and immediately pre- 
ceding the actual figure at which the article or articles 
were priced in the merchant’s own store. Provided, 
however, that reference may be made to the first price 
placed upon any article or articles by the use of the 
word originally, displayed in reasonably prominent 
type.” And we may add—use comparative prices only 
at the end of the season. 

A fresh new season awaits the shoe merchants of 
this country and good business warrants an honest, 
straightforward customer approach—new bait for the 
new dollar. The new interest of the public in new 
footwear cannot be captured by stale goods, stale 
methods, stale comparative prices and stale service. 

Harold Williams of Fifth Avenue told a big truth 
when he said: “Because of general clearance policies 
the public goes on a buying strike six weeks before 
semi-annual clearance and won’t buy anything from 
anybody at regular prices.” It’s about time the mer- 
chants who are in business for something more than 
their health cooperate to the end that a profit should 
be the rule rather than the exception in mid-season 
in shoe retailing. This wise, old and young, public 
knows what it’s all about. 
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.. FHAT’S what Most People want! 


HAT are the things your customers look for in the shoes you sell? 
Style, yes. And low price, to be sure. But — long wear — that’s the 
biggest thing — with a whale of a lot of folks. 


People have a habit of judging the life of a shoe largely by the life of 
its sole, and that’s when Goodyear Wingfoot Soles come in. 


No sole ever built will outwear the easy-walking, sure- 
footed, water-proof Goodyear Wingfoot! 


That’s a big statement — and a big fact. A fact you can 
turn to your sales advantage, when you put Goodyear 
Wingfoot Soles on the shoes you sell! 


THE GREATEST NAME IN RUBBER 


MORE PEOPLE WALK ON GOODYEAR WINGFOOT SOLES AND HEELS THAN ON ANY OTHER KIND 
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“THE NEXT STEP FORWARD IN RETAILING® 





**The 
How 
To 
Fix It 


Series*° 


Silencing 
The SQUEAKIES 


THE first step in quieting a squeak is, as the French 
would say, “Cherchez la squeak,” hunt the squeak. 
Which at time is no small job. 

Squeaks are caused by two pieces of material rub- 
bing together. The remedy is (1) to fasten the pieces 
firmly, so they no long rub or, (2) to powder them so 
they will rub without making a noise about it. The 
second method is most common. 

But here’s a scallion to the salesman who tosses a 
shoe back to the shoemaker with, “Fix this squeak 
right away.” Hey, buddy, that squeak may be in one 
of a hundred places. Don’t let the customer get away 
without trying the shoe on and locating that squeak 
on the foot. If the customer is not present, hold vari- 


’ 


If the shoe cuts the instep at the rosegrh punch 


and slit the vamp under the inside flap—then 
under the outside one if jurther relief is 
necessary. 


ous spots tight between the thumb and forefinger while 
twisting them to find the noisy place. 

Manufacturers have pretty well eliminated sole 
squeaks. But when one pops up we still use the old 
remedy of opening the sole, pouring powder in, dis- 
tributing it with a screw driver and tacking or sewing 
the sole shut again. Shank squeaks are more frequent, 
and powder is sometimes hard to apply there. Since 
we like shanks stiff anyway, it is okay to put a channel 
nail or two on each side of the shank, tacking from the 
inside, is possible. 

If the heel is not fastened perfectly tight, it may de- 
velop a squeak that is hard to find. A tack or nail 

[TURN TO PAGE 38, PLEASE] 
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shoe a machine sewed sole is in- 
dicated by a looped stitch from 
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The Goodyear Lockstiteh Inseam 


A Hand Sewer Inseam 
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FOOTBALL ENTHUSIASTS" 
CHEER Norwegian UPTOWNS 


Styles seen in the stadium are the ones 
acclaimed as All-American! Norwegian 
Uptowns are “naturals”. They have 
“what it takes” ...style, sturdiness and 
comfort. Norwegian Uptowns can take a 
soaking at the game, yet dry out and be 
pliable for dress. 

Buy shoes that sell readily...all-leather 
Uptowns. Eight of the sixty styles are of 
popular Norwegian. All pack 
a mighty sales punch. 








* There is a Star Brand 
Shoe to fill every demand 


e 
profitably 

Menat football games or children 
at play are sales possibilities for 
Star Brand Shoes...the complete 
all-leather line retailing at pop- 
ular prices. Wire, write or phone 
for a representative. 


STAR BRANDS 
pirs t/ 


ROBERTS, JOHNSON & RAND sioc'ct'sttais wo 
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M A M M qe T Hi % T Oo RE Above: Photograph shows the great expanse of the 
main selling floor of Mary Jane Shoe Store, opened 

this month in Philadelphia. Photo in the lower 

corner gives an idea of the vast amount of display 


FOR space provided at the Market Street entrance. 


QUAKER CITY 


= 


| 
‘| 
i 
i 
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men ere 


New Establishment of Mary Jane Group, 


mn ng meghve 


STAID old Quaker City awoke Friday morning, Opened This Month, Has Seating Arrange- 


Sept. 4, to find itself the possessors of what is claimed suimnbitei GOO Contaiinin: Whine Genco 
to be the world’s largest shoe store, owned and oper- 
ated by the Mary Jane Shoe Company. Years of plan- for 500 Pairs of Shoes and Ultra Mod- 
ning and months of actual work preceded the open- 
ing of this colossal shoe emporium at its new home, 
1009 Market Street. And Miss and Mrs. Philadelphia Cougrataiations to Fiem as Stere Gpons 
(accompanied by quite a few interested Misters) were : 
there bright and early to greet the new arrival. 

A stage show headlined by Jan Savitt’s Top Hatters 
Swing Band and Rose Marie, star of stage, screen and 
radio, enlivened and entertained the enormous throngs 
that sauntered through the store the entire day. 

This new unit, the sixth of the Mary Jane chain in 
Philadelphia, is located in the center of the metro- 
politan shopping district. The other stores are in out- 
lying suburbs and local buying centers. Inside and 
outside, the latest home of the Mary Jane Shoes is an 
eye-filling picture of streamlined metal and swirling 
glass. Ultra-modernism is its keynote. 

[TURN TO PAGE 38, PLEASE] 
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An Apology 


for the Most Amazing Condition 
Ever to Exist in the Shoe Industry 


At the present time there is an acute shortage of Red Cross 
Shoes. This is not due to curtailment of production. On the 
contrary, Red Cross Shoes are now being produced at a faster 
pace than ever before. 

During a period when other industries have been fighting 
for business, the Red Cross, Shoe organization is fighting to 
keep up with the terrific demand. 

But despite all our efforts . . . and despite the fact that the 
staggering total of 8500 pairs of Red Cross Shoes are being 
produced every day we are still unable to keep pace with orders. 

THIS SITUATION IS NOW BEING CORRECTED. Within 
the very near future, we will again be able to meet full re- 
quirements. 

We take this occasion to thank the retailers of America for 
their wonderful cooperation, and to predict that the coming 
season will dwarf all others in Red Cross Shoe history, and 
make the Red Cross Shoe franchise an even greater source of 


profit for the trade. 


RED comput SHOES 


The United States Shoe aus Corporation, Cincinnati, 0. 


REG. U. S. PAT. OFF. 
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Inerease 


THE distance of one block or square is not very much, 
a matter of several hundred feet at the most, yet it 
can make a “whale of a lot” of difference in the loca- 
tion of a shoe shop. It can make the difference of 
increasing the shoe volume of a store to substantial 
proportions. This has been concretely exemplified in 
the case of Goodman’s Good Shoes shop, one of the 
exclusive men’s shoe shops of Baltimore, operated by 
Harry A. Goodman. 

When Mr. Goodman opened his exclusive men’s 
shoe shop sixteen years ago, in 1920, it was on the 
ground floor of the former Caswell Hotel, Baltimore 
and Hanover Streets. Several years ago, interests iden- 
tified with the hotel decided to replace the Caswell 
with a new hotel, Baltimore’s largest and finest, now 
known as the Lord Baltimore Hotel. Mr. Goodman 
found it necessary to move to new quarters, which he 
did at 25 West Baltimore Street, just across the street 
from his original quarters. These he occupied until 
several months ago, when he moved into the next block 
at 24 East Baltimore Street. 

The distance from 25 West Baltimore Street to 24 
East Baltimore Street is the matter of but one block, 
yet during the period, Goodman’s Good Shoes shop 

[TURN TO PAGE 40, PLEASE ] 
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Better Loeation Brings 


in Sales 


In designing the front of his new store in Balti- 

more, Harry A. Goodman made a tour of principal 

cities of the East and studied men’s shoe stores. 

He incorporated in his own store the ideas that im- 
pressed him most. 


Distance of One Block May Be an Im- 
portant Factor in Determining a Shee 
Store’s Success, as Demonstrated by 
Goodman’s experience in Haltimoare. 
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THE NEW BOX-TANNED.-KID 








There is something new under the sun! It’s a 
-leather. And, naturally enough, an Evans leather 
— POROCCO. Soft .. pliable .. smooth. A leather 
with all the matchless texture, richness and comfort 


of kid — but —with an entirely new box-tanned 


grain, an utterly new swank. Such is the amazing new 





Evans creation— POROCCO. A miracle? Maybe not. 





But very definitely one of the outstanding achieve- 





ments of modern tanning—with countless possibil- 





ities for new smartness in footwear. It’s certain to 





be the leather sensation of the coming season. 


John R. Evans & Company, Camden, New Jersey. 


Cans tat Lantos 


THE KID WITH A DEFINITE SALES INFLUENCE 
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Adequate Accounting Reeords 


Accounting Records Must Be Kept Simple, Should 
Reflect the Financial Status of the Busimess at 
any Given Time and Act as a Gaide te Fature 
Operations. A Practical Discussion of the Preb- 





lem of Adequate Accounting Records fer Shee 


Shoe Stores 


THERE are certain principles in connection with ade- 
quate accounting records, that should be maintained. 
They should be simple in form, and at the same time 
be so constructed that they will reflect the true results 
of operations of a business over definite periods. They 
should automatically reflect the financial status of the 
organization at definite specified dates, after all finan- 
cial transactions have been recorded, and should be 
susceptible to current reports which will reflect to the 
management the “soft spot” in a business, if any, and 
serve as a guide in formulating the future policies of 
operations. 

The profit or loss from operations should be ascer- 
tained at the end of each thirty day period. It is not 
sufficient for the management to know the profit or 
loss at the end of the year, as a number of months 
have already passed by during which time any ele- 
ment of mismanagement or error. of policy might have 
been corrected, and changed the results of the opera- 
tion for the year from a loss to a profit. 

Importance of “Profit Foreeasting’’ 

It is not enough for the management to know that a 
profit has been made over any particular period, but 
it should also know where these profits are finally 
reflected. Profits may be reflected in two. different 
places. Either in the increase of assets or a decrease 
in liabilities. This can easily be determined by com- 
paring the assets and liabilities at the close of a period 
with the same items at the beginning of the same 
period. The records should be so constructed that this 
information is automatically obtainable. 

One of the major reasons for adequate records is 
that information may be furnished, showing whether 
or not the business can be conducted at a profit. By 
departmentalizing it can be determined readily which 
department is operating at a profit and which depart- 
ment is operating at a loss, and which departments are 
burdens on other departments or on the business as a 
whole. 

By considering carefully your business, it is not 


difficult to divide it into departments. An ordinary 


division might be men’s shoes; women’s shoes; chil- 


Steres, Large and Small. 
2 


by J. C. SNELL 
of the accounting firm of SNELL-AUSTIN & 
COMPANY, Los Angeles 


dren’s shoes; slippers; rubber and tennis goods; find- 
ings; hosiery and bags. 


Segregation of Sales 


It is not a difficult matter to segregate the sales 
under these various departments. The cost of sales 
by departments can be found by some adequate method 
of costing out the sales, either on an actual cost basis 
of each individual sale or.on a percentage basis. The 
latter method, we believe, is the most practical. It is 
sufficient for all practical purposes and its accuracy 
can be proven when a physical inventory is taken, 
and if necessary, adjusted for the following period. 

After the sales have been accumulated by depart- 
ments and cost of sales determined under the same 
divisions, gross profit is available on each department. 
This is the difference between the sales and cost of 
merchandise sold. This gross profit must be sufficient 
in each department to pay all items of overhead and 
contribute a net profit to the business. 


Accounting Records 


The accounting records should be so constructed 
that an intelligent itemized statement of overhead ex- 
pense is available. All direct expenses in connection 
with any particular department should be allocated to 
that department. After this has been done, there will 
remain certain items of expense, such as overhead, 
that must be borne by all departments. The total ex- 
penses of these items should be spread to departments 
on some equitable basis so that each department will 
stand its true proportion of overhead. After this is 
done the results will be the net profit or loss by de- 
partments. By this method it is easy to determine 
the class of merchandise that is being handled at a 
profit and also the class that is being handled as a 


burden to other departments. 


Inventory Turnever 


With the Merchandise Account properly segregated 
( [TURN TO PAGE 55, PLEASE] 
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THEY PREFER 
PATENT LEATHER 
SHOES FOR THE 
SAME REASON 


<@r 


PATENT 


d re55es 


THE FOOT 


OUTH is not a matter of years 
but an expression of temperament, 
sparkle and vitality. It is an ageless charm 
which womankind of every generation seeks. 


In footwear, the attribute of youth is best 
portrayed through patent leather. Better than 
any other shoe leather, patent flatters and 


dresses the feminine foot. 


Retailers who understand feminine psychol- 
ogy always have selling stocks of patent 
leather shoes. They make certain, also, that 


the patent is tanned by SETON. 


SETON LEATHER CO. NEWARK, N. J. 
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Linings for White 


124 Cornflower Blue 
147 Tea Rose 

54 Parchment 

ll! Apple Green 


Linings for Green 


197 Mist Grey 
143 Chartreuse Green 
151 Water Lily 
180 Pearl Grey 


Linings for Blue 


142 Wisteria 

124 Cornflower Blue 
144 French Grey 
126 Apricot Beige 
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A lively interior adds much to the salability 


of a shoe. Shoes in basic shades, lined in har- 


monizing pastel kidskin, win attention wher- 


ever displayed, in show-room and shop-window. 


Linings for Rust and Beige Tones 


148 British Tan 
123 Mushroom 
54 Parchment 
143 Chartreuse Green 


Linings for Black and Grey 


108 Deep Night 
141 Oxford Grey 
181 Eel Grey 
147 Tea Rose 


Linings for Gold and Silver 


109 Baby Pink . 

142 Wisteria 

133 Baby Blue ; 
143 Chartreuse Green . 


SPEGIALTY. KiD. DPVISPON 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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Emblems of luxury—newly important be- 


XP 


cause of the awakened interest in kid- 
skin, and the new use of this leather as a 


decorative note on related accessories. 


x 


Gold and silver kid in a greater range of 
qualities is now available at Allied Kid 
Co. Excellent grades, suitable for medi- 
um and low-priced shoes and for all stay 
manufacturers, are now available. These 
metallic leathers have a tonal richness 
that is most effective as a piping or ac- 
cent on the new bright kid evening 
slippers introduced by Schiaparelli and 
in allover metal shoes. 


K 


The hostess wears gold kidskin 
slippers with a white crepe 
romaine gown, high-lighted and 
bound with strips of kidskin. 


eget STERLING DIVISION 
ALLIED KID COMPANY 
718 West 6th Street, Wilmington, Delaware 
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Silencing the Squeakies 


usually stops it. I believe most of our 
squeaks today are in the counter. 
Powder cures them, though getting 
powder to the right place often re- 
guires some _ ingenuity. Powder 
“creeps,” so if you can get it almost 
to the right spot, it is likely to creep 
there with a little wearing. 

And by the way, when a customer 
walks in on a squeaky shoe, do him 
the courtesy of un-squeaking it while 
waiting on him. Don’t make him ask 
you to do it. 

If we want to be real crabby we can 
contend that all squeaks are the fault 
of the manufacturer. Certainly they 
are not the fault of the customer or 
the merchant, and it is just as certain 
that they are avoidable. I have always 
claimed that manufacturers should pow- 
der their counters on both sides be- 
fore lasting the shoe. 

CUTTING BLUCHERS. Here is a 
trick that has saved my life on many 
an occasion. Blucher patterns are 
popularly supposed to be more “roomy” 
than bals. This is not necessarily true. 
If the vamp pattern of a blucher lies 
back on the last farther than usual, it 
is liable to be quite tight and painful 
at the throat—always on the inside 
right where it rides on the tendon 
going down to the big toe. How that 
spot can hurt! 

It does no good to rip the sewing of 
the blucher, for the tightness is in 
the vamp, not in the quarter. Stretch- 
ing is little better. Figure 12 shows 
the rea} remedy, as follows: Punch the 
vamp as shown, simply making sure 
the vamp flap will cover the hole. Then 
cut backward from the punch and the 
pressure is relieved. 

Punching the inner side is often suf- 
ficient, but if more relief is needed, 
punch and cut both sides. The point 
is that a punched hole, being a rounded 
edge, will not split further, whereas 
a straight slit with a knife is likely 
to split on down into the vamp. 

On a kid leather vamp, a “stay” at 
the bottom of the punch to prevent 
splitting, but none is necessary on a 
calf. However, once a blucher is 
punched, it is dangerous to use a 
stretcher on the vamp. 

TIGHT CUBOID. Make a long heel 
pad with a socket cut-out for the joint 
to rest in. Or skive a pocket in the 
insole at the offending place. In most 
cases, it is found, the vamp seam comes 
directly over the joint. A skillful work- 
man can rip this seam, shape it into 
a pocket and resew it. The lower 
stitches will have te be hand-sewed (in 
the old holes) with needle and thread. 

ROUGH INSEAM ON’ TURN 
SHOE. The usual treatment is to put 
the shoe on an iron last and pound the 
daylights out of the sole around the 
edge. A very little of this may do a 


[CONTINUED FROM PAGE 28] 




















A square trimmed insole leaves a ditch 

around its edge, which often cuts the 

foot. Trim a triangular strip from the 

edge of a piece of sole leather and paste 
it in the ditch. 


little good. But by far the best remedy 
is to fit in a light filler (thin cork, 
leather or cardboard) across the sole 
but not covering the inseam at all. 

This levels up the bottom and has the 
effect of “de-bumping” the inseam. 
Of course, the sock lining covers both 
the filler and the inseam afterwards. 
Don’t be impatient if it take a little 
time to cut the filler so it fits perfectly 
up at the front end. 

By the way, do you know how to tell 
whether a turn shoe is sewed by hand 
or by the ordinary Goodyear lockstitch 
inseamer? Figure 13 shows the differ- 
ence between the two stitches. The 
hand sewed shoe shows only a single 
thread in the lining. The Goodyear 
stitch is a “locked” stitch, looped be- 
tween holes. 

VENTILATION. For a good many 
years an occasional man here and there 
has cooled his feet somewhat by hav- 
ing two eyelets put in the vamp under 
the arch. This is all right, but not so 
effective as punching three or four 
small holes in the stitching on the tip. 

If these are punched exectly in the 
decorative punchings used on the tips, 
they cannot be seen at all, and they 
furnish air right to the spot where it 
is needed. But in using the ordinary 
small hand punch, it is a neat trick 
to keep the vamp from folding under 
and getting punched at the same time, 
especially on a large size. 

SHARP INSOLE EDGE. Sometimes 
a fleshy foot “hangs over” the edge of 





¥ 





the insole, and the weight of the body 
makes this edge cut into the foot. Skiv- 
ing the edge off takes away its sharp- 
ness and gives some relief, but it ob- 
viously does not make the insole any 
wider—the remedy needed. 

Get a scrap of sole leather. Cut 
along its edge so you remove a thin 
three-cornered rand. Paste this strip, 
or rand, down in the crack along the 
edge of the insole. Presto! The chasm 
is filled up, the foot no longer slops 
over and the discomfort disappears. 
See Figure 14. (Note: Manufacturers 
should bevel the edge of the insole so 
it will lie flush against the lining of 
the shoe. No irrigation ditch is needed.) 

RING THE GONG. Here ‘now are 
three problems I am going to let the 
rest of you tackle. I have battled with 
them from all angles, but I usually 
get the gong. 1. How to stretch a shoe 
longer. 2. How to refinish the sole of 
a shoe that has been worn a little so 
it will look like new. 3. “This shoe 
burns my foot.” 

(To be continued.) 





Mammoth Store 
for Quaker City 


[CONTINUED FROM PAGE 30] 


It covers a 50-foot front on Market 
Street, Philadelphia’s busiest thorough- 
fare. One passes by and receives a 
vivid impression of display windows, 
curved and bent in novel modernistic 
design. These windows will hold over 
500 pairs of shoes. 

Inside, the prospective customer 
senses the even coolness of air-condi- 
tioning. Glazed lighting fixtures throw 
a soft glow from the ceiling. Three 
sets of double rows of chairs (placed 
back to back) run the entire length of 
the floor. This mammoth store has 
seating arrangements for 450 cus- 
tomers on each of two floors. The chairs 
—back, seat and arm rest—are taste- 
fully, but simply, upholstered in that 
moderhistic style which is so typical 
of the entire atmosphere of the store. 

On the right, as you enter, is the 
hosiery department—covering quite a 
large space. Counter show cases and 
display windows exhibit a choice 
variety of milady’s chiffons. On the 
left are some more smaller display 
windows, and the stairway to the sub- 
way store. As madame strolls up and 
down the spacious aisles, her feet sink 
easily and comfortably into the art- 
fully decorated Wilton carpet. Mirrors, 
placed at convenient spots against the 
wall, beckon to her vanity. Boxes 
neatly stacked in shelves against the 
wall appeal to her sense of order. Smok- 
ing stands placed near the cross aisles 
add smartness and_ sophistication. 
Philip Taub is manager. 
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Step Along to. Profits W1TH THE 


FREE STEP LINE FOR FALL--«- 


they're now IN STOCK 


for immediate delivery 


The exquisite styling and design of these 
models have made them best sellers 
everywhere, and the seven outstanding 
Free Step features add tremendous sales 
appeal. The Free Step line is a natural 
for profits. Place your order now for 
these in stock shoes — orders shipped 
same day received. 


ZT Sree Step Features 


@ Flexible Instep @ Cushioned Heel 
@ Flexible Bak-Eze sae 
@ Metatarsal Support @ Special Free Step 


Lasts 
@ Longitudinal Arch 
Support @ Cush-Vac Non-Slip 


The Delhi 


No. 2410—Jet Black Suede, 216 
Last, 16/8 Boulevard Heel. 
No. 2310—Black Dull Kid, 216 
Last, 16/8 Boulevard Heel. 
No. 4310—Indies Brown Kid, 
216 Last, 16/8 Boulevard Heel. 
AAAAA to C. Sizes 3'/, to 10. 
Price $3.90 


The Drake 


No. 2411—Jet Black 
Suede, 216 Last, 16/8 
Cuban Heel. No. 2311 
—Black Dull Kid, 216 
Last, 16/8 Cuban Heel. 
No. 4311—Indies Brown Kid, 216 
Last, 16/8 Cuban Heel. AAAAA 
to C. Sizes 3'/; to 10. Price $3.90 


¢ 


The Doris 


No. 2323 — Black Dull 
Xid, 414 Last, 14/8 Cuban 
Heel. No. 4323—Indies 
Brown Kid, 414 Last, 14/8 
Cuban Heel. AAAAA to 
C. Sizes 3'/, to 10. 


Price $3.90 


The Dione 


No. 2314—Black Dull 
Kid, 216 Last, 16/8 
Cuban Heel. No. 4314—Indies Brown 
Kid, 216 Last, 16/8 Cuban Heel. 
AAAAA to C. Sizes 3!/, to 10. Price $3.90 


5%—30 days. 15c per pair additional on all orders for less 
Tex mss assorted. 


than four pairs 


JSHoe Company 


SS 


The Ann 


No. 2512—Jet Black 
Suede and Black Kaforite 
Comb., 216 Last, 16/8 
Cuban Heel. No. 4512— 
Indies Brown Suede and 
Brown Kaforite Comb., 
216 Last, 16/8 Cuban 
Heel. AAAAR to C. Sizes 
34 to 10. Price $3.90 
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Money 


Despite Drought 





in Hutchinson, who describes business 
up to Sept. 1 as being better than it 
was a year ago. 


Smart to Walk Now 


“It’s smart to walk, now. It is fash- 
ionable to walk for exercise, and the 
average lady is walking more than she 
has for years,” finds Mr. Welch. 
“Ladies who used to buy nothing but 
high style shoes, now get lots of walk- 
ing shoes, and they are wearing them.” 

Ladies’ shoes ranging in price from 
$5.00 to $12.75 are sold by O. R. 
Welch, and their volume spots are 
$6.50 and $8.75. Men’s shoes are priced 
from $5.00 to $13.50, with most of the 
sales at $6.50, $7.00 and $8.00. 

Frank R. Highland, shoe buyer for 
the Pegues-Wright Co., Hutchinson, 
pays particular attention to the sale 
of his children’s shoes, which sell at 
from $2.95 to. $5.00, and to the junior 
misses, selling at from $3.95 to $6.50. 
His ladies’ shoes sell from $6.00 to 
$10.50, with largest volume of sales 
from $6.75 to $8.75. 

“We carry high-grade children’s 
shoes,” Mr. Highland explains. “We 
have plenty of sizes, and specialize in 
narrow widths. The fitting is the ma‘n 
thing.” 

On Aug. 15, 1986, the shoe depart- 
ment of George E. Hipple, Clothier, 
Hutchinson, who sells only men’s shoes, 
had operated just one year, and B. H. 
Barritt, shoe buyer, declares that sales 
exceeded. expectations by three times. 
Prices range from $5.00 to $10.00, and 
Mr. Barritt says the largest volume 
is from $8.75 to $10.00, with three 
shoes in this bracket sold for every 
pair priced lower. 

“I have sold shoes in chain stores, 
and ‘this is my first experience at han- 
dling quality merchandise,” relates Mr. 
Barritt. “The important factor in 
quality shoes is that the manufacturer 
stands behind us.” 


Center of Oil Industry 


Wichita is the center of the oil in- 
dustry in Kansas, and it is estimated 
that $200,000,000 will be spent by the 
industry in the state during 1936, in 
drilling, pipe line construction, and 
other activities. Around 2000 residents 
of Wichita are employed in one phase 
or another of o'] development. 

In the last three years, wheat in the 
Wichita area has been harvested be- 
fore the hot weather has set in. The 
harvest starts in June, and is com- 
pleted in July, and if the wheat gets 
rain in April and May, the crop is 
assured of being a success. 

Wichita is a primary livestock mar- 


[CONTINUED FROM PAGE 25] 


ket, a flour milling center, and the 
largest broom corn market in the 
world. 

August this year was the hottest 
month in the history of the Wichita 
weather bureau. Normal August pre- 
cipitation is 3.18 inches, and this year 
there was only .04 inches, showing a 
deficiency below normal of 3.09 inches 
in rainfall. From Jan. 1, 1936 to 
Aug. 31, 1936, there were 6.13 inches 
of rain in Wichita, which was 15.96 
inches below normal. 

There were 22 days on which it was 
100 degrees or more during the month 
of August, 1936, in Wichita, and 20 
of these days were consecutive® 

“We are having less price resistance 
than we had a year ago,” notes E. E. 
Turner, president of The Head Shoe 
Co., Wichita, “and the public is accept- 
ing more novelty shoes and higher 
styles than they have in the past few 
years. Our business showed a mate- 
rial increase during the first six months 
of 1936, and July and August held 
their own, despite the hot weather. We 
expect the remainder of the year to 
register a decided increase over last 
year.” 


Ads and Windows Important 


Nov. 23, 1936, will mark 26 years 
that Mr. Turner hs conducted this 
shoe business in Wichita. A consistent 
user of newspaper : advertising, he 
starts his campaigns early in the sea- 
son and runs advertisements regularly, 
regardless of direct results. His lad‘es’ 
shoes sell at $4.00, $5.00, $6.00, $6.75, 
with the volume spot at $6.00. Men’s 
shoes are priced at $4.00, $5.00, and 
$6.00, with volume sales at $5.00. 

“Keep the windows fresh” is a rule 
of Mr. Turner, who believes that a 
certain number of the same people 
see his windows twice a week. 

Smart merchandise is the basis on 
which the whole store of The Geo. 
Innes Co., Wichita. is built, and Clovis 
P. Saunders, shoe buyer and manager 
of both the basement shoe shop and the 
fashionable “shoe salon,” bases his ad- 
vertising on quality and fashion. 
Wichita Sunday papers carried a page 
of advertising on the salon, and a half 
page on the basement store on Aug. 30. 
With five store windows, this was the 
Innes Fall shoe promotion, and it se- 
cured immediate response. 

“TI expect that the year will hold be- 
tween 10 and 12 per cent of an in- 
crease over 1935,” declares Mr. Saun- 
ders. “Our increases are entirely on 
better shoes, and people are definitely 
tired of cheap merchandise. Our in- 
crease in the first eight months was 
10 per cent over last year.” 

Only ladies’ shoes are sold in the 









Innes salon, and they are priced from 
$6.95 to $14.75, with the volume spot 
in sales above $10.00. In the basement 
store, ladies’ shoes sell from $3.95 to 
$6.00, most of them selling at $3.95. 
Children’s shoes in the basement store 
sell from $1.99 to $4.45, with the vol- 
ume at $2.99. 

Edward J. Zongker, who owns the 
shoe department at Spines Clothing 
Co., Wichita, where only men’s and 
boys’ shoes are sold, reports an in- 
crease of 8 per cent in business dur- 
ing the first eight months of 1936, 
over last year. He sells men’s shoes 
at $3.50, $5.00, $7.00, $8.75 and $10.00, 
with most of the sales at $5.00 and 
$8.75. Boys’ are sold at $2.95, $3.95, 
$5.00, most of them at $3.95.. 

“We are selling more of the better 
grades of shoes,” Mr. Zongker says. 
“The difference is in the comfort and 
fit of them, and when a customer asks 
for a cheaper shoe, tries it on, and 
then tries on a quality shoe he is im- 
mediately sold on the comfort.’’.. 





Better Location Brings 
Increase in Sales 
[CONTINUED FROM PAGE 32] 


has been at its new quarters, business 
has increased substantially. In fact, 
Mr. Goodman said the gain in several 
months has been 50 per cent. 

Not only has the change in location 
resulted in a big gain in sales volume, 
but it has also resulted in a substantial 
gain in the dollars and cents volume 
due to the increase in sales of better 
grade and higher priced shoes. Mr. 
Goodman’s only regret in effecting the 
change in location is that he did not 
make it sooner. For if he had, he would 
have been that much better off. 

In the former location, Mr. Good- 
man said, his was the only shoe shop. 
The result was that he had to stage a 
lone “fight” to bring shoe customers 
into that block. This was a hard and 
uphill fight, which he waged with a 
large measure of ‘success. In the pres- 
ent block, there are several other shoe 
shops, six to be exact, all of which 
help to make people shoe-conscious and 
thus help the business of Goodman’s 
Good Shoes shop as well as of the 
other shoe shops in that block. When 
people have become shoe-conscious, the 
sales resistence has been lessened, and 
if the shop has the right merchandise 
at the right price, there is very little 
difficulty to sell, Mr. Goodman finds. 
This is particularly true of male cus- 
tomers, and it is to men only that the 


-Goodman establishment ¢aters, as it is 


an exclusive men’s shoe shop. 
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FOR FASHION WISE FOOTWE! 


If you want to get away from the high brilliance of Glazed Kid, and at the same 
time retain Kid’s advantages of flexibility, porosity, comfort and healthfulness— 
we invite you to consider PHANTOM Kid. @ PHANTOM Kid offers both retailer 
and manufacturer alike a real kid, with a rich dull finish—in colors that run the 
gamut of today’s. fashion, style-wise demands. See PHANTOM Kid in the warm, 
half-lighted glow of its Marrona Brown and Cinnamon Brown, in the soft lustre of 
its Marine Blue and Araby Green, or in its impressive Black. 4 And then for your 
own interest and profit we invite you to rigidly compare all of the advantages of 
PHANTOM Kid to-other leathers as well as to other tannages and types of Kid. 


SURPASS LEATHER COMPANY 


TANNERIES AT PHILADELPHIA and GLOVERSVILLE. BRANCH OFFICES IN NEW YORK, BOSTON, CINCINNATI, 
ST. LOUIS, and MILWAUKEE. AGENCIES IN LONDON, PARIS, BASEL, MILAN and other Foreign Cities. 
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pe 
Eyelets 


UNITED SHOE MACHINERY 1.0 me 


appropriate on many Fall 


CO R P O R AT ; ON and Winter oxford models. 


They are snappy, too. 


BOSTON, MASSACHUSETTS 
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Come to this "shoe center" for your buy- 
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The Republic Building for your conveni- 
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Write Gordon Strong and Company, 
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agents, office of The Republic Building, 
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for a complete list of all lines on display. 
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SHOE 
Manufacturers 


You will find The 
Republic Building 
the best spot in 
Chicago for dis- 
playing your line 


Sample Rooms 
as low as 


$25 


per month 
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Perpetual Inventory Assures an Increased Profit 
.. and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE. eet 
BOOT AND SHO. 


Helps you to “buy as you sell”-—-to know whether each shoe = ®* Es. Suse Street, Chicago, 1 
is paying its way with a profit, to go light on slow movers, === bul steGara“hatergr" "OO 
to re-size frequently on wanted style and sizes. 


When writing advertisers please mention Boot and Shoe Recorder 
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What a Shoe Buyer's Office 
Should Have 


By CHESTER HEROLD 
San Jose, Calif. 


IN the first place there are several things NOT to have 
in the shoe merchant’s office, the most important of 
which is SHOES. Shoes sticking around the office are 
an annoyance and create a false impression in the 
minds of visitors. 

One of the most important adjuncts to an office is 
a well arranged system of filing. Stock catalogs should 
be conveniently arranged so that they can be found 
in a moment. A brief index should be maintained for 
ready reference to all styles bought for a period of 
three to five years. 

Lining numbers likewise should be recorded so that 
any shoe may be identified if necessary, combining the 
cost of the very shoe bought under the lining number. 
This is quite a simple system to install and the posi- 
tive identification resulting is a tremendous asset to 
the management in hundreds of ways, day in and day 
out. 

The buyer should have his own copies of the orders 
he places arranged by factories. The office copy may 
be filed conveniently according to delivery dates- in 
a filing cabinet. When the invoice is received, a signal 
is placed on each lot number shipped so that the sales 
force will know the approximate date each will be 
received. 

Lot numbering systems are entirely at the discretion 
of the buyer, to be arranged in accordance with the 
types of shoes he carries. But whatever the order in 
which shoes are numbered, all numbers should mean 
something. 

A library of leather and kindred industries is a valu- 
able adjunct to any office. Trade papers should be 
systematically stored for ready reference. 

Advertising mats and materials should also be seg- 
regated in shallow drawers under proper headings. 
Each season these files should have a thorough over- 
hauling. 

The buyer’s desk should have a place for every- 
thing, and everything in its place. A well ordered 
office desk is a means of keeping a buyer in a happy 
frame of mind. It is well to have all correspondence 
and current papers all centered in one working file, 
so that anybody may refer to important papers in a 
jiffy. 

For important and permanent information, an eight 
and a half by eleven inch binder on the buyer’s desk, 
with a changeable punch for filing all price lists, stock 
lists, etc., is most helpful. 

Photographing samples when orders are placed is 
another almost priceless part of a well informed 
buyer’s equipment. A system of this sort may be con- 
structed and maintained very economically. 














“Darn it!...in another three 
or four years these shoes will 
begin to wear out!” 


A bit over-done, we admit. But it brings out 
that Rock Oak soles are extremely long wear- 
ing and extraordinarily comfortable. Here’s 
the plus value that makes customers come back 
for more. 


Rock Oak is scientifically tanned, close-fibred, 
carefully selected, — noted for long wear. 
Prominent shoe manufacturers use Rock Oak 
soles and report complete satisfaction from 
dealers and wearers. Share this good will. Ask 
your manufacturer to use Rock Oak—the sole 
preferred by shoe repairers everywhere. 


The American Oak: Leather Co. 
Cincinnati 


St. Louis 


Chicago 
Boston 


aalhiles: SOLE LEATHER 
Cage 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 
turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 

Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England au- 


thentic service at all times. 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL JS SERVIC 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N.Y 


fT. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & potrenco, THE LAST WORD yniteptastco., trp. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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THIS WEEK IN THE SHOE TRADE 


SATURDAY, SEPTEMBER 26, 1936 





NATIONAL NEWS 





See Strength in 


Leather Market 








Trend Toward Higher Prices for Hides and Skins Causes Manufac- 
turers to Anticipate Advance in Leathers and Shoes 


NEw YorK—The gradual strength- 
ening in the price of hides which has 
been going on slowly but surely since 
about the middle of July and which 
culminated in a jump of one-half cent 
per pound recently, has put the leather 
market in a firm position. While it is 
the judgment of trade economists that 
no startling increase in the price of 
leather is imminent, many of them ex- 
pect to see a gradual increase follow- 
ing in the wake of hide price advances 
already accomplished and those which 
they believe are on the way. 

This market situation may have been 
one of the reasons for the extraor- 
dinary interest displayed in last week’s 
showing of Spring leathers at the 
Waldorf-Astoria, and for the large at- 
tendance on that occasion. It is re- 
ported that many purchase offers were 
rejected because prices offered were be- 
low replacement. 

If leather prices alone are considered, 
the manufacturers contend, then shoe 
prices next Spring certainly will be no 
lower and really should be higher. 

For the explanation of all this, again 
we have to return to the disastrous 
drought of 1934 and re-appraise the 
situation, taking into consideration, 
also, the drought of this year. 

In the former year, the United States 
government became the unwilling own- 
er of two and one-quarter million hides 
and skins, taken from the backs of 
animals which were slaughtered be- 
cause if they had not been killed they 
would have starved to death on the 
feedless ranges and farms of the Middle 
and Southwest. These, a constant threat 
to market prices, have been marketed 
in an orderly fashion and the quantity 
now on the shelves of the Federal Sur- 
plus Commodities Corporation is now 
less than one-half of what it was— 
about 1,000,000, in fact. So that threat 
to higher prices has been largely re- 
moved. 

When the 1936 drought put in its 
appearance, it was generally assumed 
that something of the same sort would 
occur and that another huge surplus of 
drought hides would accumulate and 
have a tendency to keep prices down. 
But it did not develop. Comparatively 
few were slaughtered. Some were 
taken to other parts of the country 





Flying Shoe Repair Squadron 


The Bata Works at Zlin, Moravia, have 
acquired a number of heavy trucks with the 
purpose of changing them into movable repair 
thops. The trucks, two of them are already 
completed, are equipped with all implements 
required not only for repair work, but also for 
the manufacturing of simple boots and shoes. 
The machines are driven by an internal com- 
bustion engine. Six men in each truck are at 
work during the ride from one village to 
another. Bata expects that this method will 
offer unparatleled possibilities for extending 
their trade, though it meets sharp opposition 
fram the more sedentary shoemakers. 





where food was more plentiful; others 
were fed on grain shipped into the sec- 
tions where the cattle ordinarily grazed. 
So the net result is seen to be that 
there is not only no surplus of con- 
sequence hanging over the market, but 
on the other hand, herds in the United 
States have been so depleted that over 
a long period it will be necessary to 
import from foreign countries a larger 
proportion of hides for domestic con- 
sumption than this country has been in 
the habit of importing. 

This places the United States, as a 
buyer, in direct competition with other 
countries, in the so-called “international 
market,” to a larger extent than in the 
past—and the possibility of the situa- 
tion becoming acute as time wears on 
is enhanced by the increase in shoe pro- 
duction in this country. It is, there- 
fore, say these men, almost anyone’s 
guess—with the chances decidedly fa- 





DATES TO REMEMBER 


New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 

Sept. 27, 28, 29, 1936 

Columbus Day....... Monday, Oct. 12, 1936 

Annual Meeting Tanners’ Council of 
America, Palmer House, Chicago, Iil., 

Oct. 14, 15, 1936 

Election Day.......... Tuesday, Nov. 3, 1936 

Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 

Nov. 5, 6, 7, 1936 

Thanksgiving Day.... Thursday, Nov. 26, 1936 

National Shoe Fair, Palmer House, 
Chicago, Ill. ........ Jan. 4, 5, 6, 7, 1937 








voring the man who bets on higher 
prices. 
The Boston News Bureau, in com- 


menting on the situation recently, 
pointed out that the “purchase of hides 
by tanners and shoe manufacturers 
since mid-July has been heavy in the 
aggregate and consistent from week to 
week. From the week of July 17 up to 
and including the present week (that 
ended September 19) nearly 1,500,C00 
hides have been bought in the packer 
markets.” 





Expect Big Attendance at 
New York Convention 


RocuHester, N. Y.— The finishing 
touches have been put on the program 
for the 18th annual convention of the 
New York State Shoe Retailers Asso- 
ciation, which opens at the Seneca Ho- 
tel here September 27. Chairman Harry 
Phelan predicts an attendance of more 
than six hundred. 

It was revealed this week that the 
convention will attract a delegation of 
Canadian shoe merchants, members of 
the National Shoe Retailers Association 
of Canada, who have heard that the 
New York State association puts on 
“an ideal convention” and so they wish 
to observe its procedure. The delega- 
tion will be headed by President Harry 
Young, who will bring greetings from 
“Our Good Neighbor” just across the 
line, at Monday evening’s banquet; 
Bruce Cardwell, chairman of the con- 
vention committee of the Canadian as- 
sociation, and Secretary George S. 
Hougham. They will arrive Sunday 
and will remain throughout the conven- 
tion. 

Another until now unrevealed feature 
is contained in the announcement that, 
as the result of a “hunt” for the oldest- 
in-business shoe merchant in New York 
State, the committee has handed the 
laurels to George M. Frary, of Medina, 
who is an active member of the associa- 
tion. He started his shoe business in 
1874 and is still going strong at 85. 
He also will receive a hand at the 
banquet for he will sit with the speak- 
ers and distinguished guests at the head 
table. 

The Footwear Fashion Revue will be 
held at the close of the convention Tues- 
day afternoon in the grand ballroom. 
All eyes will be fixed on shoes, as all 
garments above the ankle will be 
screened. The shoe and department 
stores will invite their customers. 
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‘Hollywood Styles More Stable 





Fundamental Fashion Rightness Makes Them Less the Whim of the 
Calendar Than Commercially Designed Apparel 
By HARRY R. TERHUNE 


Los ANGELES, CALIF.—Few current 
motion pictures have had a greater 
influence on clothes and shoe fash- 
ions than has “Mary of Scotland.” 
Walter Plunkett did the designing for 
this Hepburn picture and later did a 
marvelous job in modern adaptations 
of it. He summed up the great Holly- 
wood influence for me in one sentence, 
“Moving picture costumes are not dic- 
tates of fashion, they are molders of 
buying trends.” Then in the course of 
our talk, he told how the great ma- 
jority of movie designs for theatrical 
productions are purposely made to tell, 
and to illustrate a story. “That former 
era of unnatural theatrics is over, we 
are all doing things more honestly, 
more sincerely. Therefore, the things 
which we are now doing are carrying 
a real message of style to a great many 
more people than formerly. 

“Hollywood has a great style influ- 
ence with a great many people. When 
70,000,000 people go to the movies week 
in and week out, a large proportion of 
them are bound to be influenced by 
what they see and hear. In clothes, 
period pictures have a far greater in- 
fluence on style than is being influ- 
enced by many of the modern pictures. 
The very fact these costumes are of 
another age lends romance and charm 
to them.” 

One great advantage Hollywood de- 
signed clothes have over costumes 
which are “just brought out,” even 
those by the very best houses, season 
by season, is that the latter are created 
commercially for a definite time, say 
the Spring of 1937. Against this, 
Hollywood is designing clothes which 


are so fundamentally fashion right that 
they are usually good for three to four 
years. It was Gwen Wakeling, whose 
star creations are so favorably known 
in the fashion world, who made that 





Travel Bags Plus 


Unique appeal for the Justin Shoe is secured 
by "Travel Bags," individual wrappers for a 
new, quality line of shoes. They are being 
introduced by H. J. Justin & Sons, Inc., of 
Fort Worth, Texas. 





The special soft cover gives additional pro- 
tection to the shoe in its travels from factory 
to consumer. Justin dealers report that "Travel 
Bags" add appreciably to the sales appeal of 
the shoes which they enclose. Consumers 
grasp immediately the smartness of a con- 
venient cover for packing shoes when traveling. 
Another use is for protection of the shoe from 
dust and lint when not in use. 

Texas consumers are not overlooking the fact 
that the Texas-made shoe is packed in "night- 
shirts" of Texas cotton. 





assertion as we discussed Hollywood's 

influence on world-wide fashions. 
Continuing she -ebserved: “Holly- 

wood’s fashions are sound, as they have 





a wide source of inspiration. They are 
individualistic too. One reason screen 
clothes do not go out of fashion as soon 
as commercially designed things is due 
to the personal equations entering into 
designing. When I do something for 
Constance Bennett, this will be right 
for any woman of that type, regard- 
less of seasonal dating. Working 
against what is sound fashions is en- 
tirely different from working against 
the calendar.” : 

Some very definite convictions rela- 
tive to the part shoes play was ex- 
pressed by Miss Wakeling. “Shoes, 
like hats, are complementary to a cos- 
tume, and like hats, should be chiefly 
for perfection of line and choice of 
right materials.” 

Right now this designer is particular- 
ly “shoe-conscious” for she is design- 
ing “mosquito boots”—a special, knee- 
high boot of glove suede which Simone 
Simon will wear in “White Hunter,” a 
story of African safari life. 

“However, hats and shoes definitely 
part company when it comes to colors. 
We all know the advantage of color 
in hats. -With shoes, one has to be 
very careful. Colored shoes are more 
a part of the Summer costume than 
the Autumn, in my opinion, though the 
dark greens, burgundy shades, and the 
warm russets look right with the Fall 
costumes if the shoes are chosen spe- 
cifically to harmonize with a particular 
costume. 

“Again, they look smart only if kept 
near to pristine freshness. Any 
scuffed, neglected shoe looks bad, but 
nothing so bad as a scuffed colored 
shoe. 

“The present tendency toward height 
over the instep, and the effect of height 
generally met in the Fall shoes is in- 
teresting and welcome. Such changes 
lend variety, and after all variety is 
the spice of fashion from tip to toe. 
Various versions of the _ so-called 
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Miller-United Stores Hold Outing 


‘monk’s shoes’ are especially good 
with daytime clothes, and often per- 
mit a combination of leathers that may 
repeat some mood of a costume. 

“For many daytime ensembles, I like 
combinations of leathers such as 
patent and calf, or suede; or reptile 
similarly used with leathers. In the 
latter class, alligator usually promotes 
a well-turned-out look. In this connec- 
tion, with the present tendency toward 
height around the instep, I must con- 
fess a preference for the shoe which 
is high over this portion of the foot, 
but cut low on the sides. The ‘little 
boot’ that just covers the ankles 
creates an awkward line for any foot 
that is short of perfection. When used 
they seem to me to fit the country 
scene best.” 

This designer also prefers polished 
or finished leathers with tweeds and 
country clothes rather than the sueded 
materials. And, apropos of country 
clothes, she offers an interesting sug- 
gestion. 

“Why not, considering the high- 
style interest in imported plaids, in- 
corporate their use in shoes? A coun- 
try suit, say of dark green with a 
‘weskit’ plaided in dark, rich colors, 
worn with a green cape of Scotch in- 
spiration, would take an enormous in- 
terest and still be casual enough if 
accompanied by shoes of a fine plaid 
to match the ‘weskit.’” 

Skipping from country scenes to 
formal occasions,, Miss Wakeling has 
very definite ideas about appropriate 
footwear. 

“I like novelty shoes for evening, 
but not the kind that glare from be- 
neath an evening frock. Here again, 
I think it is wise to watch color or 
too much contrast. I prefer to find the 
novelty in the design; and a matching 
or graduated color based on the prin- 
ciple that shoes should not be lighter 
than the frock.” 


1936 
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Cleveland, Ohio—The annual picnic of the managers, employees and their families of the 
Miller-United Stores, a division of the Endicott-Johnson Corp., was held recently in Wildwood 
Park. here. The above picture was taken of the managers of the Miller-United Stores who 


attended the outing. 


From left to right in the picture are Jack Dragan and Bernard Goldfarb, in the front row. 
In the second row, H. McGinty, J. Zewalk and M. Mushock, Wooster, Ohio; M. Cohen, 
Massillon, Ohio; E. F. Gallagher, district manager; Alex Rosenberg, assistant district manager; 


S. Sheldon, Mt. Lebanon, Pa.; R. Marafioti, Canton, Ohio; |. Spitz and Charles Ellingwood 


of Elyria, Ohio. 


In the back row, Dell Hutchinson, Tarentum, Pa.; M. Billey, J. Sullivan, 


W. Tarpley, C. Lloyd, R. Bachelder, H. Hartman, H. Lindenau and E. Miller, Lorain, Ohio. 





J. A. Fielding Promoted 


Auburn, Me.—J. A. “Jess” Fielding, 
who has been representing Ault Wil- 
liamson Shoe Co. in the New England 
territory for a number of years, has 
been promoted to the position of special 
factory field representative to the vol- 
ume trade. Mr. Fielding expresses him- 
self as exceedingly enthusiastic over 
the excellent shoes his factory is pro- 
ducing. 


Arnold's Adds New Front 


Mosite, ALA.—J. S. Arnold, Sr., of 
Arnold’s Family Shoe Store, here, has 
had installed a new modern front on 
his store at 253 Dauphin Street. Mr. 


Arnold has been in business at this 
location for the past 40 years and his 
store is well known as one of the best 
family shoe stores in the city. 

He carries a complete line of men’s, 
women’s and children’s shoes and has a 
big trade on his children’s line, especial- 
ly in the narrow widths. Mr. Arnold 
also enjoys a good business on his line 
of comfort shoes of which he carries a 
popular line. 


Shoe Firm Moves 

RACINE, Wis.—The Gly-Ders Health 
Shoe firm has moved from 1666 Mil- 
waukee Ave. to new quarters in the 
Terminal Bldg. here. 
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NEW KIND OF SHOE POLISH 





SWAGGER LIQUID SHOE WAX 
REVOLUTIONARY 


Colors that sell as fast os white! 
The first “ year-round-flash” in 


polish. REPEATS . . . PROFITS. 
Send for FREE SAMPLE Today 


SWAGGER, INC. + 916 PARRISH STREET 
, Pa. 








Men's Store Opened 


Mempuis, TENN.—T. M. Deaton and 
Gus Bacherig have opened a new store 
for men at 112 Madison Avenue. Mr. 
Bacherig was formerly with the Oak 
Hall store. 








High-Cuts and Black 
In Chicago 


Prominent Buyers Give Views 


on Trends for Fall 


Cuicaco, ILt.—Paul Siegel, women’s 
buyer for O’Connor-Goldberg, says: “It 
is amazing the great demand we have 
had in our Costume Bootery for high- 
cuts. They are selling best in suedes, 
with black most in demand, then brown, 
blue, wine and green in the order 
named. There is also a decided in- 
crease in our sales on higher priced 
footwear with our $14.75 line the most 
popular.” 

Harry Silver, men’s buyer for O’Con- 
nor-Goldberg finds that plateau lasts 
for men are in greater demand than 
ever before, with brown the most popu- 
lar color. ‘We are also selling a great 
many Bucko shoes in brown and gray,” 
adds Mr. Silver. “One of the best num- 
bers we have ever introduced is our 
new line of Peg-Wood shoes. The main 
feature of this number is the double 
row of wooden pegs that go completely 
through the ool. and shank, adding 
much strength and support to the arch. 
We have been featuring this shoe in 
our newspaper advertising, and it is 
going over like a house afire.” 

W. F. “Mac” McCaffrey, manager of 
the men’s department for the Walk 
Over Shoe Store at 125 South State 
Street, says: “Plain toes for men are 
selling exceptionally well with us at 
this time. We are selling a large num- 
ber of browns, and crocodiles are mov- 
ing very well. We have been featuring 
our new football grain shoe in our win- 
dows and our customers have shown a 
big interest in this number. It is a shoe 
made of regular football leather with a 
plain soft toe.” 

George Teeters, manager of the 
Palmer Boot Shop, says: “Suedes have 
been our best seller to date, with gab- 
erdines running a close second. Black 
has been the color in the lead so far, 
with brown, gray, green and Dubonnet 
as runners up. We have also had an 
unexpectedly big demand for blues. 
Our sales for the first eight months 
of this year are fer in exces of the 
same period in 1935,” 

Carson, Pirie, Scott and Company 
have been featuring an exceptionally 
smart line of high-cut footwear in their 
windows_and ads with suedes predom- 
inating. A large percentage of their 
shoes are trimmed either with patent, 
fancy stitching, or gray leather. The 
colors shown are black, brown, green, 
wine, gray and Aubergine. 

Carl Burgstahler of F. E. Foster 
and Company says: “We have been ex- 
periencing an unusually heavy demand 
for suedes, with black the most popular 
color. The demand for green has been 
much stronger than we had expected, 
and it is indeed pleasing to us to note 
the increased demand for the more ex- 
pensive types of footwear. We have 
introduced a new feature line of shoes 
this season called ‘The Little Major.’ 
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BALLET SLIPPERS 
Right and Left Lasts 
Black Kid 
No. 600 — Top G 
sae sss Gas 
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Wom. Miss Child 
$1.20 91.15 $1.10 
BROOKS SHOE MFG. 
Swanson and Ritner, Philadcichta 
Dancing Shoes and Taps 
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SHOES 
In 
Stock 
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This shoe has a high-cut vamp with 
patent trim and two fairly large but- 
tons. It is a suede shoe and comes in 
black, copper, blue, gray and green. 
The buttons and trim are in contrast- 
ing colors, and this shoe retails at 
$12.75. We have had such unusual suc- 
cess with this shoe that it has been 
necessary for us to completely reorder 
the line several times.” 

Frank Popper, merchandise manager 
for Mandel’s, returned a short time 
ago from an extended trip through 
Europe and North Africa, and as a re- 
sult of inspirations and ideas obtained 
on this trip he has introduced in his 
shoe departments one of the finest and 
smartest lines of footwear ever. Shoes, 
gloves and handbags all made of the 
same leather and with the same design 
carried throughout are one of Mr. 
Popper’s new presentations. One of the 
smartest of these is the combination of 
hand laced shoes, gloves and handbag. 
This idea developed in North Africa. 

“Our shoe styles,” says Mr. Popper, 
“include high cuts, bootee types and 
built-up pumps with tongue effects dec- 

[TURN TO PAGE 55, PLEASE] 


— ob bee 


noe Qa & 


sO m=O FO = -*; 


co rp 


on =" oo. Ph - ie Ee aol oe | 


— ee ct =p 


=" 7 











BOOT AND SHOE RECORDER, September 26, 





1936 


Dayton Retailers Elect Officers 





M. L. Riggs Heads Retailers’ Club With Jack Schaeffer as Vice- 
President—John Schoenhals Reelected Treasurer 


DayTON, OHIO—M. L. Riggs, pro- 
prietor of the Baynham Shoe Company, 
44 West Third Street, was elected pres- 
ident of the Dayton Shoe Retailers Club 
at the annual election held September 
16, during the dinner meeting con- 
ducted in the Hotel Gibbons. He suc- 


ceeds Louis A. Miller of Elder & John- 


ston’s, retiring president. 


















M. L. RIGGS 


Jack Schaeffer of the Crawford Shoe 
Company, 44 West Second Street, was 
named vice-president, taking the place 
of Paul W. Crawford who was serious- 
ly injured recently in an automobile ac- 
cident. James B. Gabler of Walker’s, 
Inc., 1385 North Main Street, was 
chosen secretary, replacing Don 
Broughton of Elder & Johnston’s. 

John Schoenhals of Schoenhals, 42 
South Ludlow Street, was reelected 
treasurer of the club. 

In his acceptance speech, President 
Riggs asked for the full cooperation of 
every member of the Dayton Shoe Re- 
tailers Club in an effort to make it the 
outstanding retailers’ organization in 
the country. He indicated that the Day- 
ton group was the oldest shoe men’s 
club in Ohio, predating the state or- 
ganization and one of the oldest in the 
United States. 

A resolution was adopted and or- 
dered sent to Paul W. Crawford, ex- 
pressing the club’s regrets regarding 
his recent automobile accident and ex- 
pressing the hope he will be able to re- 
turn to his business in the near future. 

Henry Hageman charged the new of- 
ficers with the duty of watching closely 
the state security act and the Robinson- 
Patman bill. He also urged that legis- 
lative matters in the state legislature 
should be watched keenly which may 
have effect upon shoe retailers. 


Retiring President Miller gave a re- 
view of the club’s activities during the 
past year and a rising vote of thanks 
was extended to P. J. (Pete) Myer for 
the July picnic he staged for the mem- 
bers at his country home. Don 
Broughton was praised for his hard 
and untiring work done as secretary. 

President Briggs announced the next 
meeting will be October 14 and urged 
all shoe men to endeavor to bring new 
members to the session. Invitation was 
also extended to traveling shoe men 
who may be in the territory at the 
time to attend the meeting. 

Among the visitors introduced were 
W. W. Stevenson, U. S. Rubber Com- 
pany, who was recently appointed 
district manager with headquarters at 
Cincinnati; W. L. Rush of Dayton, 
U. S. Rubber Company, recently trans- 
ferred from Minnesota to the Dayton 


































JACK SCHAEFFER 


territory following Mr. Stevenson’s 
promotion; and John Griffith, Dyer & 
Johnson Shoe Polish Company, In- 
dianapolis. 

Following the meeting, bridge, poker 
and African golf occupied the attention 
of the shoe men. 





Store Raises Salaries 


TACOMA, WASH.—Manager B. Shallit 
has announced substantial increase in 
the salaries of employees of his Fash- 
ion Bootery on Broadway. With the 


trend of business presaging a Fall sea- 
son which in Manager Shallit’s opinion 
will surpass that of several years, the 
manager is thus cooperating in the 
movement to maintain wages at the 
highest possible level. 
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In Tribute to Walter Booth 
1884—1936 


Mo-e than ten years ago, Walter J. Booth 
with a group of associates founded this com- 
pany and became its president. 

Mr. Booth had in mind definite ideals and 
policies which were the impelling force in 
causing him to head his own business and to 
develop it so intensively in a few short years. 
Now, very suddenly, death has taken him. On 
Monday he was attending to business in his 
usual hearty manner. Tuesday morning he 
failed to awake from his night's sleep. 

The sorrow and shock of this loss, while 
deeply felt by those of us who were closely 
associated with him in developing the enter- 
prise, are tempered by the knowledge that he 
did what few men have been able to do in an 
equal length of time: he built an institution 
with a secure place in the industry, and with 
strong, sound policies which will carry it still 
farther forward. 

This company therefore will continue to 
operate as aggressively as before, and to grow 
along the lines laid out by its founder. To 
this end, we promise our full cooperation in 
ma‘ntaining the pleasant and profitable re- 
lations we have always enjoyed. 


Yours most sincerely, 
BOARD OF DIRECTORS 
Walter Booth Shoe Company. 





A. Schwartz & Sons to Move 


PHILADELPHIA, Pa.—A. Schwartz & 
Sons, shoe wholesale concern, will move 
on October 1, from their present loca- 
tion from 20 N. Fourth Street to S. W. 
corner of Fourth and Arch Streets. 

They are remodeling the entire build- 
ing and when completed they will have 
five floors completely modernized with 
the latest lighting effects and display 
space. Their new receiving department 
will have the new combination chute, 
conveyer and elevator type which is the 
newest in handling and shipment of 
merchandise. 


J.P. Maguire & Co. Occupy 
New Offices 


New YorkK—John P. Maguire & Co. 
are occupying new offices fitted out 
for them on the ground floor of the 
New York Life Insurance Company 
Building at the northwest corner of 
Twenty-Sixth Street and Fourth Ave- 
nue, here. 

Their new offices are equipped with 
every modern device for the prompt 
handling of the company’s business and 
for the comfort and convenience of its 
employees. 


Providence Store Moves 


PROVIDENCE, R. I.—Harry’s Shoe 
Store, a family retail business, has 
removed to 631 Westminster St. The 
building in which they were formerly 
located is now being demolished to 
make room for a new building. 


















Riding Boots 





Opens Shoe Design Office 


St. Louis, Mo.—Fred Ullman has 
opened a new shoe design office at 503 
North 12th Street, here. Mr. Ullman 
was formerly a resident of Germany 
and spent a good part of his life in 
European style centers such as Paris, 
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FRED ULLMAN 


the Riviera, Vienna and Milano. He is 
well versed in shoe design and iis 
creations are both novel and practical. 
Mr. Ullman came to St. Louis the 
early part of this year and worked with 
several pattern houses before his re- 
cent opening of his new offices. He is 
now selling his designs on a free- 
lance basis and has been doing a 
splendid job since his opening. 


Thayer McNeil Completes 
New Stock Arrangement - 


Boston, MAss.—Thayer McNeil of 
this city opened the Fall season with 
an entirely new arrangement of stock, 
an arrangement designed to make buy- 
ing more convenient for women cus- 
tomers. 

Whereas in the past, style footwear 
has been carried on both the first and 
second floors of the Temple Street store, 
all style shoes are now grouped together 
on the first floor. The famous Plastic 
shoes for women and the Safe-T-Arch 
shoes with rigid shanks, have been 
grouped in one department on the sec- 
ond floor. The third floor continues to 
be headquarters for children’s and 
youthful fashion shoes; while men’s 
shoes are carried, as always, on the 
first floor of the store, entered from 
West Street. 

This rearrangement was announced 
to the public in an advertisement three 
columns wide and seventeen inches deep. 
“Things Are Happening at Thayer Mc- 
Neil’s,” read the headline. “If you 
don’t believe a grand old store can 


BOOT AND SHOE RECORDER, September 26, 





1936 


P ELAMSS 


PRE-WELTS 









| IN-STOCK 


| Style 553—Tan Elk—Sizes 2 to 8 
| Style 554—White Elk—Sizes 2 to 8 
Folded Edge 


In selling Elam's, you are more than 
merely sellinig‘children's shoes. You are 
building a steady repeat business you'll 
find very much to your liking. Tie up 
with our line now. Learn how salable, 
profitable, it is. é 


F. S. ELAM SHOE CO. 














change—to your advantage—read the 
department that interests you below, 
and be delightfully surprised!” 





Stanley R. Niver 


St. JosePH, MicH. — Stanley R. 
Niver, who for the past three years has 
been advertising manager of Cooper, 
Wells & Company, hosiery manufac- 
turers, died at his home, Sunday, Sept. 
6. He was stricken about two months 
before his death with a severe illness. 
For a time he was in a hospital in Chi- 
cago where he was treated by special- 
ists. 

Mr. Niver was born in Centerton, 
Ohio, and later moved to Chicago. 
Three years ago he came to St. Joseph 
where he entered the employ of Cooper, 
Wells & Company. He was prominent 
in the civic affairs of the city and was 
post commander of the local group of 
the American Legion besides being a 
member of the Elk’s lodge. 

Surviving him besides his parents, 
Mr. and Mrs. Herman Niver, are a 
brother and sister. 





The Eyelet Record 


LYNN, Mass.—More eyelets are be- 
ing put into women’s shoes for Fall 
and Winter, but there is nothing yet 
like the boots with 112 eyelets to a 
pair, such as were made a few years 
ago when boots were laced to the knees. 
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High-Cuts and Blacks 
In Chicago 


[CONTINUED FROM PAGE 52] 


orated with eyelets. We are showing a 
great many shoes with the eyelet dec- 
orations and matching gloves and hand- 
bags are also trimmed with the eye- 
lets, making an unusually attractive 
combination. Colors have been quite 
surprising to us this Fall. Blacks and 
browns have, of course, been most pop- 
ular, and in our departments selling 
shoes from $8.75 up. Greens have out 
sold all the other colors nearly two 
to one. Gray is next, then burgundy 
with Aubergine and blue following 
closely. It is strange that in our more 
expensive departments green should be 
so popular, and in our $3.95 depart- 
ment burgundy is the best selling color, 
with green second, gray third and blue 
fourth. 

With the increasing cool weather, 
business has spurted ahead, making it 
necessary for us to add many people 
to our sales staff. It is very gratifying 
to us to note the increased demand for 
more expensive shoes, and we have had 
to reorder six times already on our line 
of Superba shoes that retail at $10.75. 
We have been featuring a lot of colors 
in our corrective shoes, and they have 
been accepted with a great deal of 
enthusiasm by our customers, proving 
that there is a wide open field to cul- 
tivate in introducing higher style and 
color in corrective types of footwear. 

“We are still a bit undecided as to 
the materials we will push after the 
suede season slacks off, but we feel that 
fabrics sold so well the early part of 
this Summer that it would be wise to 
leave them alone this season. We are 
doing a bit of experimenting at present 
on shadow kid in the belief that this 
will be our best bet this Winter.” 


Adequate Accounting Records 
[CONTINUED FROM PAGE 34] 


by departments, it is easy to determine 
the monthly or annual stock turnover 
by departments. This is very impor- 
tant in operating a profitable business 
with a minimum working capital. 

The following illustrates the method 
of computing inventory turnover: 
Inventory at beginning of 

period $19,000.00 
Inventory at close of pe- 

riod $21,000.00 


$40,000.00 


Average inventory 
Cost of merchandise sold 

during the period 
which makes an average turnover of 
five times for the period. 

Experience has proven that it is 
usually poor policy for the proprietor 
of a retail shoe store to undertake the 
bookkeeping work. It has a tendency 
to lessen his administrative efficiency. 








IF YOU ARE LOOKING 


AHEAD 


HERE’S AN OPPORTUNITY! 





The J. C. Penney Company is looking for young 

men who are now ready to move forward in the retail 

selling field. The Company has a number of openings, 

in various sections of the country, for men who will 

be.able to contribute to this company’s future. In re- 

turn, we offer these men a future, if they make good! 
ec0e 


Almost 1500 stores are now operated by the J. C. 
Penney Company. Every one of them is managed by 
a man who started out as a salesman in a Penney 
store. These men had the experience, the character, 
the personality that we are looking for in YOU! 


HERE ARE THE QUALIFICATIONS: 


@ You must be between 22 and 30 years of age. 


@ You must be thoroughly experienced in the 
retail selling of clothing, shoes or furnishings. 


@ You must be in excellent health. 
@ You must be able to “get along well’”’ with people. 
@ You must be aggressive, and possess the initiative 
to go ahead. 
@ If you are unwilling to work hard for a future, 
do not apply. 


ARE YOU THIS TYPE OF MAN? 


If you are one of the men we are looking for, please write us a 
letter giving your background and business history. Address 
your letter to MR. J.D. KEYES, Room 1713, The J. C. 
Penney Company, Inc., 330 West 34th Street, New York City. 


J. C. PENNEY CO., INC. 
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Shoe Accessories 
EASE CALLOUSES 
WITH IDEAL 


FELT METATARSAL ah 
Specie A ee 

ial Suan Also eimai felt, 
mized and all wool. One pound pa A 
and loo. Also ‘beel pads, cushions, FH 


Security Shoe Findings Mfg. Co. 
810 W. 73rd STREET, CHICAGO, ILLINOIS 











Men's and Women's Slippers 
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The Mondl “Hi-Lo” 
For Men and Women—Stock up now. 
Don’t miss sales for lack of sizes. 


No. 464 For Men. Sizes p> 3. , Made from combed 
oak soles 













No. 463 For Women. Sizes 3-8. Same as 464, except 
IN STOCK 


trimmed with Pom-Pom. 

No. 264 For Men. Sizes 6-12. 

‘Made from com! 

sheepskin, ““Littlew 

stitched oak leather ai rub- 

ber heels, trimmed with 

leather bow. 

Me 263 For Women. Sizes 
Same as 264, except 

Setmaiod with Pom-Pom. 


Mondl 


Manufacturing Co., Oshkosh, Wis. 
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X-Ray Shoe Fitter 


a at a li el eli ll 


ROVE THAT YOUR 


HAVE PERFECT FIT Y 1 | 


Inspection of shees for 











Adrian X-Ray Mfg. Co., Milwaukee, Wis. 
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[CONTINUED FROM PAGE 21] 


the most characteristic and appropri- 
ate of Fall colors. 

And, while suede shoes hold the 
limelight momentarily, so far as win- 
dow promotions are concerned, plenty 
of other leathers are being featured 
also, including kidskins, smooth calf- 
skins and patent leather. In fact, it 
would be a risky business at any time 
to draw conclusions as to popularity 
or volume possibilities of various 
leathers from the relative degree of 
prominence accorded them in Fifth 
Avenue windows. For Fifth Avenue 
at all times is fashion conscious pri- 
marily and its windows tend to express 
the newest and most startling of fash- 
ion ideas. Observe the people on the 
avenue, and the shoes they are wearing 
and one discovers quite a different 
picture. 

Or look at the windows of some of 
the popular price shoe shops around 
the 34th Street mid-section of Man- 
hattan. These windows demonstrate 
conclusively the fact that there are 
two schools of thought with regard 
to this subject of window promotion. 
There are some stores that strive 
through windows to emphasize the 
newest things in fashion and focus 
on them the attention of the particular 
clientele most likely to be interested. 
These are the class of stores repre- 
sented by the more exclusive shops up 
and down Fifth Avenue. And then 
there are the volume stores every- 
where, including the popular price 
chain groups, that try to show every- 
thing to everybody, in other words, 
appeal to the masses of buyers by 
making their windows serve as a cata- 
logue shewing the multiplicity of 
styles, colors, leathers and types of 
shoes they carry in stock. Both kinds 
of window promotion are perfectly 
logical, each is well adapted to the 
particular type of store that uses it, 
but the latter, perhaps, tells a more 
comprehensive story of what’s supposed 
to sell during the season, while the 
former gives a more concrete picture 
of just what’s high style at the mo- 
ment. 

Getting back to the place of boots 
in the current window promotions, 
merchants, for the most part, seem 
to have adopted the idea of introduc- 
ing them casually, to give the public 
an opportunity to get accustomed to 
a somewhat radical style idea. Per- 
haps later on we shall see more entire 
windows devoted to them—already 
Hanan & Son have a group of them 
which is attracting a lot of attention 
to their Fifth Ave. store. There has 
been considerable discussion as to the 
name to be used in promoting these 
shoes, and Hanan has seized the bull 
by the horns, calling them by the 
plain, simple name that tells just 
exactly what they are, “boots.” By 
whatever name they’re called, how- 





ever, these ankle high patterns lend 
themselves to interesting window pro- 
motion and promise to be among the 
foremost novelties of the season. 

With the advent of the Fall sports 
season, B. Altman & Co., Fifth Avenue, 
are featuring their line of “Infield 
Sports Shoes,” comprising ghillies and 
oxfords. They call attention to the fact 
that their popular rubber-soled ghillie 
is now entering its twelfth season, while 
the kiltie tie oxford has become a classic 
favorite, famous for its comfort. Both 
of thése styles are priced at $12.75. 

Among the new styles currently 
shown on Fifth Avenue are the Chinese 
last shoes featured by Delman in the 
Bergdorf Goodman department. There 
are four shoes in the series, including 
the Sing Song sandal, Pagoda boot, 
Jewel Case end Lady LoFu, a step-in 
model with very high heel. It is said 
that the Chinese last over which these 
shoes are made foreshortens the foot to 
a flattering degree and adds grace to 
the walk. 

With the Summer sale season scarce- 
ly over and the period of normal Fall 
selling only a few weeks advanced, re- 
tailers of the metropolis are endeavor- 
ing through the Shoe Merchants Coun- 
cil to maintain some measure of control 
over the price situation. They are con- 
fronted once more, however, with the 
problem of special promotional events 
launched by a number of the big depart- 
ment stores, with shoes receiving their 
share of price publicity. Last Sunday’s 
newspapers, for example, contained big 
space advertisements of special promo- 
tions by three big department stores, in 
all of which shoes were included at spe- 
cial prices. While the agreement nego- 
tiated by the Shoe Merchants Council 
provides a certain amount of latitude in 
advertising phraseology for such events, 
nevertheless the result of much of this 
advertising is to give customers the im- 
pression that reduced price sales are in 
progress and to encourage the practice 
of “shopping around.” All of which 
tends to complicate the problem of the 
individual shoe merchant, who finds the 
market firm on the types and grades of 
shoes he feels his trade will demand, 
and seeks price protection at least dur- 
ing the early weeks of the selling 
season. 


Patent On Single Sole Process 


NEWBURYPORT, MAss.— William M. 
Page, of the Danvers Shoe Co., has 
secured a patent on a method for mak- 
ing shoes and slippers by the single- 
sole process, and has assigned the pat- 
ent rights to the company. 

The Dancers Shoe Co. makes slip- 
pers, and has done a steadily increas- 
ing volume of business in slippers since 
it came to Newburyport from Lynn a 
few years ago. 
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to his requirements... . 


Advertising Ideas 
—< and 

anagem 
Merchandising Ideas 
Employer-Employee Ideas 
Ideas 


Ideas to Attract Children 


Anni Ideas 
Spring and Summer Ideas 
Voting Contest Ideas 
Mailing List Ideas 

Dollar Day Ideas 
Mother’s Day Ideas 
Hosiery Ideas 


39 Chapters 
337 Pages 


$3: 


PAID 
Please re- 
mit with 
order 


239 West 39th Street 





QUICK HELP FOR 
SHOE RETAILERS 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all “meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 
Prize, Discount and Gift Ideas 


iscellaneous Ideas 
ent and Economy Ideas 


That Make Stores More Attractive 
Ideas That Attracted Christmas Crowds 
Ideas for Merchants Who Get Together 


Cash, Credit and Collection Ideas 
Sale 


2222 ideas, seven for a cent; one used 
more than pays for the book 


BOOT AND SHOE RECORDER 
New York, N. Y. - 


WHY NOT BE DIFFERENT? 
SELL A FEATURE CUSHION SHOE 
That Builds and Holds Business 


The New Improved Rohn Nu-Matic Ladies’ Cushion and 
Nail-less Line is so popularly priced that it offers tremen- 
dous opportunities. Nu-Matic Shoes are flexible, nail-less, 
correctly cushion the foot, and the arch brace, plus the 
metatarsal pad, properly support a weak arch and add com- 
plete comfort to the normal foot. 


Repeat customers are the backbone of your business. 


Catalogues of our Women’s popularly 
priced styles will be sent on request. 





3 Point 
Nu-Matic Shoe 
Te Nu-Matic Arch Brace 


Nu-Matic 
2° Metatarsal Pad 


Be ne. Matic Cushion 

















BEWARE 
Note the riame on the arch-brace and of imitations 
metatarsal pad. Visible to your customer's eye, 


and, therefore, a helpful selling feature. 


hoki Wu Matic 


NAILLESS CUSHIONED SHOE 


4 Wis 





Effects of Robinson-Patman Act 


[CONTINUED FROM PAGE 23] 


their distinctive nature puts them in 
a class apart from genuine volume 
concessions, and therefore from the 
kind of consistent discrimination at 
which the Act is aimed. 

Objectors to this reasoning regard 
such exemptions as arbitrary and. un- 
administrable, too much within the 
power of friendly sellers and buyers 
to manipulate. 

Salesmen solicitation of the retail 
trade in a given city at the best price 
cbtainable from each customer, com- 
missions graded accordingly, seems to 
be ended, assuming some interstate 
aspect. The seller who sets a base 
price and splits 50-50 with salesmen 
any bettering of that price, is in this 
class. 

Buyers’ ‘and_ Sellers’ Protection. 
Some anxious buyers may require sell- 
ers to guarantee that prices to them 
do not involve an illegal price dis- 
crimination. Incidentelly, some manu- 
facturers are likewise insuring them- 
selves by stating on their invoices 
that jobbers’ prices are given on the 
condition that the goods in question 
are not directly resold at retail. 

The “Proportional” Question. Be- 
fore any of the speculative develop- 
ments in this section can run their 
course, vigorous legal warfare will 


probably be weged over the extent to 
which cooperative advertising must ac- 
tually be curtailed under this law. The 
law says that allowances for the 
purpose must be proportional to all 
competing customers. Much depends 
upon Court construction of the word 
“proportional” and on the standards 
by which the Courts permit it to be 
mee sured. 

Slack-Seasonal Orders. If large 
slack-seasonal orders are to carry spe- 
cial discounts, production costing will 
have to take more careful account of 
whether they are actually processed 
in off seasons end can be legitimately 
accredited with lowered costs such as 
eliminating overtime, earning off-sea- 
son prices for raw materials, etc. 

Many production schedules will have 
to be rearranged to insure that large 
orders given special discounts because 
of their “supplementary” or fill-in 
nature, are actually fabricated in slack 
seasons. 

As a necessary extension of this aim 
there may be increased efforts to se- 
cure large orders well in advance so 
as to permit genuine realization of 
economies in fitting them into the 
normal production schedule. And the 
question might also be raised as to 


how widely “slack season” edvantages 


were available to all customers. 

Much interseasonal or fill-in busi- 
ness may have to be refused by manu- 
facturers beczuse the Commission’s 
method of appraising costs and sav- 
ings will not agree with manufactur- 
ers’ own estimates of its value to them. 

However, the impact of the law is 
far more than a matter of Commission 
and Court action. One of the most 
common bits of legal advice seen and 
heard is that sellers, regardless of legal 
uncertainties, should immediately do 
away with any discrimination which 
common sense tells them can be in- 
jurious. Were it declared unconsti- 
tutional tomorrow, its influence would 
still be felt. Many enterprises have 
already introduced changes into their 
practices which they would endeavor 
to maintain even without legal sup- 
port. The discussion of price structures 
and channels of distribution which the 
law has stimulated, has given circu- 
lation to many new ideas. As time 
goes on, increased knowledge of costs 
and markets cannot help but have its 
effect. The chief administrative agency 
of the lew is business itself. 


New Store in Idaho 


Moscow, IpDAHO-—This city has a new 
shoe store. The Carter & McKee 
Bootery opened September 1, operated 
by Maurice L. Carter and Donald Mc- 
Kee, both of Lewiston. The new store 
has rented a good location. 











Men's Shoes 
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“HIGHEST GRADE ONLY” 
EAST U.S 





Dancing and Bowling Shoes 
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BUY A NATIONALLY KNOWN 
BRAND 
We carry everything in dancing shoes, 
also a complete line of bowling shoes. 
Write for price list 
ROVICK THEATRICAL SHOE CO. 
Manufacturers 


Chicago, II. 








an 
325 W. Madison St. 








Ski Boots 
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The “Pro? 
SKI BOOT 


Style 1000 
In Stock 






New ‘‘Tilt-forward’’ design. Chocolate 
full chrome waterproof uppers. 2 full 
length soles: upper sole of leather, 
bottom sole of rubber. Full rubber 
heel; sturdy construction. Will do the 
same job of a $10 boot. 
Men's, boys’ and women’s sizes 

In Stock—Price $2.45 
25 other Ski Boot styles in stock re- 
tailing from $5 to $10.50. 

A. SANDLER CO. 

200 Essex St., on, Mass. 























R. J. Sawyer, inc., 2 Main St., Freeport, Me. 
SR A TE CRETE 











Green Bay Store Moves 


GREEN Bay, Wis.—Henry C. Wittig, 
for the past 27 years engaged in the 
retail clothing and shoe business in 
Green Bay, has opened Wittig’s Men’s 
Wear at 210 N. Adams Street. Equipped 
with the latest type of fixtures, the 
new shop carries a complete line of 
men’s shoes. 
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To Feature Famous Orchestras 





Featuring internationally famous orchestras, the Jarman Shoe Company returns 
to the air on a coast-to-coast hookup over NBC with a show entitled "Portraits 
in Harmony.” 


NASHVILLE, TENN.—Jarman Shoe 
Company, a division of the General 
Shoe Corporation, has returned to the 
air on a coast-to-coast hookup over NBC 
with a novel thirty-minute show entitled 
“Portraits in Harmony.” This pro- 
gram, aside from being the only cur- 
rent shoe promotion on a major net- 
work, makes instant bid for entertain- 
ment honors by featuring not one, but 
thirteen, of the nation’s leading dance 
orchestras. For example, the opening 
show of “Portraits in Harmony” went 
on the air September 15 from New 
York with the internationally famous 
band of Vincent Lopez to furnish the 
harmony. 

The second show, September 22, head- 
lined the trumpet of Henry Busse of 
“Hot Lips” fame from Chicago. And 
each succeeding broadcast brings an- 
other band and another brand of har- 
mony from another locale. In the course 
of thirteen weeks, listeners to “Por- 
traits in Harmony” will hear Eddy 
Duchin, Hal Kemp, Ted Fio Rito and 
other bands of equal ability and repute. 


Merchandising angles of the Jarman 
Show are as noteworthy as the musical 
mechanics. Chief of them is the un- 
precedented offer of six Packard auto- 
mobiles free to the radio audience dur- 
ing the course of thirteen weeks; the 
Packard to be delivered to the winner’s 
door at the same instant that his name 
is announced on “Portraits in Har- 
mony.” 

Jarman dealers everywhere are en- 
thusiastic over the fact that official en- 
try blanks to the Packard Contest are 
to be distributed only through the medi- 
um of their stores, and they anticipate 
increased traffic as patrons and pros- 
pects come in for information and entry 
blanks. Also they are pleased over a 
flood of point of purchase advertising 
and a retail contest offering prizes to 
them and their clerks for business in- 
crease. 

Another merchandising angle of in- 
terest to the shoe industry is the Jar- 
man style bulletin, a rapid fire summary 
of men’s fashion trends to be delivered 
by the Jarman stylist, Kenneth Earle, 
on each radio broadcast. 





Vulcan Buys Dayton Last Works 


PorTSMOUTH, OHI0O—The Vulcan Cor- 
poration has purchased the trade name, 
assets and goodwill of the Dayton Last 
Company, of Dayton, Ohio. The Day- 
ten Last Company was organized in 
1829, and is one of the oldest last com- 
panies in existence. 

Entire plans are not complete, but 
many of the Dayton organization will 
be absorbed by the Vulcan organiza- 
tion. The Ohio business will be car- 
ried on in the Portsmouth, Ohio, plant 
while the St. Louis and Northwest busi- 
ness will undoubtedly be manufactured 
in the St. Louis plant of the Vulcan 
Corporation. 

Colonel Mercer explained that the 
last business has decreased 75 per cent 
from the peak of the industry to the 
present time. Consequently, there is 
not enough last business available in 
the United States to keep the last fac- 
tories in existence busy. Therefore, the 
Vulcan officials believed it for the best 
interests of each manufacturer in the 
industry to purchase this company in- 
asmuch as its volume, distributed among 





the Vulcan plants, would add some to 
the volume at each plant. 

H. B. Canby has been president of 
the Dayton Last Company a good many 
years. The death of his father last 
Spring gives him many other interests 
to care for, and consequently his willing- 
ness to dispose of this business to the 
Vulcan Corporation. Mr. Canby, of 
the Dayton Company, has been very 
active in the industry, as has Colonel 
Mercer, of the Vulcan Corporation, and 
both are well known and highly re- 
garded by shoe manufacturers through- 
out the United States. 





Opens New Shoe Department 


Union City, TENN. — Floyd Pierce 
has opened a new shoe department in 
Jackson’s, Inc., here, featuring a 
popular priced line of Paris Fashion 
Shoes. He also carries a line of moder- 
ate priced shoes in conjunction with 
his popular priced line, featuring all 
the popular styles. 

A complete remodeling and modern- 
ization program was recently completed 
in the store and the new department 
was opened with a new set of fixtures. 
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BOOT AND SHOE MEN! **** 


GET THE MOST FOR YOUR 
HOTEL DOLLAR IN NEW YORK 


Whether you come to New York regularly or 
rarely, for business or pleasure, you'll find that you 
get superior hotel accommodations for your hoteldollar 
here at the Lincoln, one of Gotham’s newest and 
largest hotels. Private passageway to all subways. 
Four short blocks from the new express highway. 


$950 $50 


from SINGLE from DOUBLE 
DOUBLE ROOMS WITH TWIN BEDS FROM $4.00 
Special rates for longer periods. Send for Booklet c. 


1400 outside rooms, each with bath and shower, cabinet radio and servidor 
..PLUS all the advantages of a 4 STAR HOTEL IN NEW YORK 


FOR BUSINESS...One FOR DINING.. FOR RECREATION... FOR quiet SLEEP... 
block to Broadway and air-conditioned fine res- Sixty-nine theatres with- High above the noisy 
Times Square, 3 blocks to taurants...the Coffee in six blocks. Four short clatter of the street, our 32 
Fifth Avenue and eight Shop, the Tavern Grill blockstoMadisonSquare _stories of fresh air and sun- 


and Bar, and the BLUE 
ROOM with dancing. 


ms LINCOLN 


Jour. west 44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 


minutes to Wall Street. Garden for sport events. shine assure you quiet rest. 


When ‘writing advertisers please mention Boot and Shoe Recorder 





Appropriate oak-leaf design in 
autumn shades of orange, 
brown and tan. 





CARD HOLDERS 


Oval base—burnished gold— 
three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 

Supplied with annual services. 
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Autumn Window Cards And Tickets 
Now In-Stock—They Will Attract 


Customers To Your Shoe Displays 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35< each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 


tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 


MERCHANDISING AIDS 


Pouy Cir 


Polly Clips 
for Price Tickets—Adjustable— 
Tilt at any angle. Bronze for 
dark leathers. Nickel-plated to 
avoid rust effects from white 
leather tannage. 


Polly Shoe Holder 
To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 
Y_ dozen 


for shoe cartons. Cyclone cli 
included: 7 oa 


100 tickets, $3.00—200, $6.00 














ta...~...| 
Sre_.....-.- 
Price...........4 

















When. writing: alvertivers please mention Boot and. Shoe Recorder 








BOOT AND SHOE RECORDER, September 26, 1936 


FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with griuen border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 























(Cross out 


SPECIAL: 
Combination of one gross Polly 


Clips and one gross Arrows, only 


ee et ee ee te ee 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 


each month, 


CARD 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


We wish IMPRINTED TICKETS @ 35c per fifty. in following 


quantities and denominations: 


SPECIAL CARDS, with wording as wanted; or, duplicate stock cards for your 
other window—gratis. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


SHOW 





lines not carried.) 
STORE NAME 
OWNER 
STREET 


For 
for 





{ SERVICE | MONTHLY HOLDERS TICKETS 





subscribers 
on UU. S. 


Ne. | $5.00 6 100 


ANNUAL 


For this service we will pay 
additional 


each month’s service deliv- 








per month. 


Ne. 2 4.00 4 100 





- per year, payable 


$ 
card holders. 


foreign 
month 


Ne, 3 


we agree to pay $1.00 








cash in advance, fu!l year's 
service, 5% discount. Checks 
from 

banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
ered, and agree to return the 


must be drawn 


der, 
per 


Ne. 4 


























MERCHANTS ERVICE DEPARTMENT 


J FOR ITSELF + IN 
INCREASED BUSINESS BOOT & SHOE 


ee 
/ 


/Mail (ovpot Wow! 209 ares ST: CHICAGO-ILL: 


Cheek, with order, please, unless C.0.0. preferred 


[85 ne 




















AUGUST, 


continuing monthly for one 
IMPRINTED 


35¢ per fifty, 


45 


.-» consisting of 


. card holders (with 


the first 


month's service), 
at 


additional. 























for Card Service 





: “BY”; Blue bar with 
"S”: Brown, tan “M" Rust pennant, “G’: White board, orange sunbarst on 

and yellow — on Goldenrod yellow orange and tan de silver board. 
tan mottled board. stripes on cream “A”: Same design 
background. sign. white beard— 


brown bar—cerange 
sunburst. 


P ease enter our order for the 
Recorder “Selling Messages,” 
with 
blank tickets each month, 


beginning 
TICKETS, 


year, 


COUPON 


Size: 14” x 2%"—Prices on opposite page. 
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SALESMAN WANTED 


POSITION WANTED 


BUSINESS OPPORTUNITY 








WANTED: 


General line salesman for Western and North- 
ern Pennsylvania by Wholesaler with out- 
standing lines of shoes and rubber footwear. 
Some established trade and good opportunity 
for producer. Write giving 7 shipments 
last three years, lines carried and erences. 
Address E-942, care Boot & Shoe Recorder. 
239 West 39th Street, New York, N. Y. 


CRACKERJACK Salesman, window trimmer, 
backgrounds— Manager —Keen buyer. Now 
employed. Address E-945, care Boot & Shoe 
eee 239 West 39th Street, New York, 


| 8 YEARS of thorough retail shoe experi- 

ence as buyer, manager and salesman, Ad- 
dress E-946, care Boot & Shoe en 239 
West 39th Street, New York, N. Y. 











Side Line Salesman 


sell the finest shoe polish made. 
Brushless polish, Shuf-Shine, 
Suede, Neutral, White, Black and 
Brown. Big Commissions. If you 
cover the south don’t miss your 
biggest bet. Metropolitan New 
York and Jersey territory closed. 
Write full details in first letter. 


Hollywood Shoe Polish 
Richmond Hill, N. Y. 











and calling on Eco trade to handle 
a ful shoe novelty accessory. 
be carried in 


"239 West 39th Street, hg Yorn 





WANTED: Salesmen for low priced general 
line. Territory, Western Pennsylvania. Ad- 
dress E-944, care Boot & Recorder, 239 
West 39th Street, New York, N. Y 





ALESMAN wanted for - territories to carry 

a complete line of a ¢ Footwear, rubbers 
and tennis, side line if aakeed, straight cominis- 
sion. Address E-948, care Boot & S 
pa 239 West 39th Street, New York, 





BUSINESS OPPORTUNITY 


le pnd, Bh available to all 


gn 8 85, west sreat., Ada ‘Address 


239 “West 





UMitoe mt shoe 
a mfrs. pow Bon 


ith newest crea‘ 
E917 care — & Shoe 
oth Street, New York, N. aia 





LINE WANTED 





EXPERIENCED Salesman, good following— 
best references—desires line men’s popular 
priced shoes—New Jersey and vicinity. D, 
bat West-Side Avenue, Jersey City, N. J. 





FOR SALE 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





FOR aga oe Shoe Store, established 

25 years in hard coal region; catered to 
quality shoes for Men, Women and Children, 
ranging in price from $3.50 to $10.00; volume 
of $35,000; reasonable rent; fixtures and lease 
for sale. Address E-943, care Boot Shoe 
ee 239 West 39th’ Street, Newt York, 


aN. 


20 SEATS— condition (American Seat- 
ing), upholstered seat and back, $2. .- each. 


Schwartz, 545 Central Ave., Brooki yn, N. Y., 
Foxcraft 9-6922. 


Two- “STORY and basement brick factory build- 
ing in good condition, containing 24,000 
square feet floor space, located z. a thriving, 
tern Pennsylvania town of 3,500 population. 
Can be purchased for $18,000. "Address E-947, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











WANTED TO PURCHASE 








WE BUY 


Entire Wholesale 
oes 


89 
Phone Barclay 7-7887 New Yerk City 








Buyers of Surplus Stocks 
oe EE ee ee, eeke a ahah 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





MERCHANTS’ NEEDS 








HOW?S THIS--- 
for a Fair Propositio 
Modern Business Requires 
Modern Stimalants 
Wide awake merchants are installing this 
contributi 
tailin 





Ne. i—Relaxes the feet so to assure perfect fitting. 
Ne. 2—Holds customers during busy periods. 
satisfaetion that 

















CASH FOR BRANDED SHOES 


Men’s, Women’s—Factory or Retail 
Wanted: and Cross, Florsheim, Arch Preserver, 
Jettick, ete., Nunn-Bush, Bos- 
i Walk-Over, ete. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone WORTH 2-5160, 5181 











John Irving Store Remodelled 


New Lonpon, Conn.—The John 
Irving Shoe Corp. has remodeled the 
store front and most of the interior of 
its New London outlet at 88 State 
Street. Display windows have been 
greatly enlarged and the front done 
over in vividly-colored porcelain enamel 
and bronze. A large triple tube neon 
sign has been erected. The local store 
was opened 10 years ago. 





mum 
When a 
odipuus should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed Bévortipersents. Mini- 
75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum char; 
box number is desired twelve words should be added for the address. In all other cases each wre of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
&= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “eg 


ge, $1.25. 








7 
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Trade 
Literature 


E-J In-Stock Catalog 


The Fall and Winter semi-annual 
catalog of shoes in-stock by the Endi- 
cott-Johnson Corporation has just been 
printed and illustrates well the fact 
that “There’s an  Endicott-Johnson 
product for every shoe store in Amer- 
ica.” The Fall and Winter catalog fea- 
tures mostly staple products. Periodi- 
cal mailings are made to supplement 
the catalog giving Endicott-Johnson 
customers last-minute information on 
high style and fast selling shoes in- 
stock. 

The catalog is printed on fine coated 
paper in two colors with a Persian 
Orange cover and is most attractive. 


New J. P. Smith Catalog 


The J. P. Smith Shoe Company of 
Chicago has released to the trade its 
new catalog for the 1936-1937 Winter 
season. Illustrated in natural colors in 
this catalog are the lines of Smith 
Smart Shoes and Archsmith Synchro- 
Flex Shoes. Merchants will find this an 
easy catalog to order from and a copy 
will be gladly furnished on request. 


Catalogs Received 


Boot AND SHOE REcorDER acknowl- 
edges the receipt of copies of the fol- 
lowing catalogs for the Fall and Winter 
season, all of which are available to 
retail merchants on request to the in- 
dividual manufacturers. 

M. N. Arnold Shoe Co., South Wey- 
mouth, Mass. 

Craddock-Terry Company, 
burg, Va. 

Geo. D. Witt Shoe Co., Lynchburg, 
Va. 

John Ebberts Shoe Co., Inc., Buffalo, 
New York. 

Friedman-Shelby Shoe Co., Branch 
International Shoe Co., St. Louis, Mo. 

J. J. Grover Shoe Co., Stoneham, 
Mass. 

Natural Bridge Shoemakers, Division 
of Craddock-Terry Co., St. Louis, Mo. 

C. P. Ford & Company, Rochester, 
New York. 

The Selby Shoe Company, 
mouth, Ohio. 

The Sam B. Wolf Sons Co., Cincin- 
nati, Ohio. 


Lynch- 


Ports- 


Better Heel Seats , 


Lynn, Mass.—Some new work is be- 
ing done here to get better heel seats 
in health shoes, the work combining the 
efforts of last makers and of heel seat 
builders. It’s a bit intricate, but the 
general idea is to seat the heel of the 
foot into the heel seat of the shoe so 
as to make easier the daily steps which 
strike heel first nine times in 10. 


1936 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








PROTECT AND IMPROVE YOUR SALES WITH 


Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 
4246 North Crawford Avenue, Chicago, Illinois 


MANOLIS PRODUCTS 











Myron S. Goldman Dies 


NEw YorK—Mpyron S. Goldman, vice- 
president of the Valley Shoe Corpora- 
tion, St. Louis, Mo., died on Sunday, 
Sept. 20, 1936, at 7 p. m., at the Mt. 
Sinai Hospital in New York City of 
infantile paralysis. He was 32 years 
of age. 

Myron joined his father in business, 
after graduating at Washington Uni- 
versity 10 years ago. He had developed 


MYRON S. GOLDMAN 


an unusual reputation among metro- 
politan shoe merchants as a style 
authority and was looked upon as one 
of the most outstanding shoe manufac- 
turers of the younger generation. Dur- 
ing the past few years he had been 
active in the work of the St. Louis 
Shoe Manufacturers Association and 
had developed a host of friends among 
shoe manufacturers as well as buyers. 

On Tuesday, while at lunch at the 
Waldorf, during the Styles Conference, 
‘the complained of stomach and chest 
pains. By Wednesday night he was 
stricken with paralysis. Thursday his 
father and mother and family physi- 
cian flew to New York and on Friday 
his wife also arrived by plane. 

He is survived by his widow, Vida 
Tucker Goldman; his son, Myron 
Junior, six, and daughter, Vida Gold- 
man, three; his father, who is presi- 
dent of the Valley Shoe Corporation, 
D. B. Goldman, and his mother. Julia 
Goldman. Also a sister, Mrs. Donald 


Loeb of Kansas City, Mo. Funeral 
services were held at the Rinskopf 
Chapel, 5212 Delmar Boulevard, St. 
Louis, Mo., on Sept. 22. 

The St. Louis market, as well as the 
entire shoe industry, consider his pass- 
ing a great loss. He was an acknowl- 
edged authority on shoe styles. 


Freeman Holds Sales Meeting 


BELOIT, Wis.—Speakers at the annual 
sales convention of the Freeman Shoe 
Corp., held September 14 and 15 at the 
plant here, included R. E. Freeman, 
H. C. Freeman and J. A. Beddow, pres- 
ident and first and second vice-presi- 
dents respectively, of the firm; George 
Hutchins, sales manager; H. T. Carey, 
credit manager and A. R. Winegar, of 
the same department; John Tobias, 
customer relations department, and 
Max Carroll, advertising manager of 
the concern. All of the firm’s 31 na- 
tional representatives attended the 
gathering as well as representatives of 
Erwin-Wasey Co., the concern’s adver- 
tising agency. 


Osteopaths to Convene at 
Hotel Stevens 


Cuicaco—The Stevens Hotel has 
been selected as headquarters for the 
forty-first annual convention of the 
American Osteopathic Association to 
be held in Chicago, July 5 to 10, 1937, 
according to Dr. Russell C. McCaughan, 
Chicago, executive secretary of the 
association. The meeting this year was 
held at the Waldorf-Astoria Hotel in 
New York City. 

“Very few hotels in America,” says 
Dr. C. N. Clark, business manager of 
the American Osteopathic Association, 
“have adequate facilities for housing 
the extensive commercial and scientific 
exhibits which are always a part of our 
conventions. After a successful meet- 
ing at the Waldorf-Astoria Hotel, I 
know our exhibitors will be pleased 
with the selection of the Stevens Hotel 
for our 1937 conclave.” A number of 
these exhibitors will show shoes or foot 
appliances. 

This will mark the fourth meeting 
of the American Osteopathic Associa- 
tion in Chicago, the others having been 
in 1911, in 1919, and in 1920. An at- 
tendance of 3000 is expected at the 
1937 convention. 
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Shoe Man Missing 


MONTREAL, CANADA—Carol Steiger, 
part owner of the Margaret Shoe om- 
pany, Registered, 1102 Bleury Street, 
has been missing since Aug. 31 last, 
according to information given to the 
missing persons bureau of the police 
by Mrs. Steiger, his wife. On the day 
of his disappearance Mr. Steiger left 
his home at 250 Roy Street at eight 
o’clock in the morning for his place of 
business. He is known to have arrived 
there, but shortly after he was missed, 
and since then none of his friends or 
family have seen him. Prior to setting 
up his business in Montreal a year 
ago, Mr. Steiger had been operatir;; a 
shoe business in Hamilton, Ontario, for 
five years. 

The description of the missing man 
is as follows: Age 40; height 5 ft. 4 
in.; weight 135; brown eyes and hair, 
and dressed in brown suit and grey 
trench coat. 

Some months ego Mr. Steiger had 
been suffering from a nervous breek- 
down, and police fear he may have lost 
his memory temporarily. 


Dayton Shoe Men Report 
Steady Gains 


DAYTON, OHI0—Despite unfavorable 
weather conditions in this section, shoe 
men are reporting steady progress and 
gains over last year, with the fall sea- 
son expected to be the biggest in re- 
cent years. 

W. W. Stevenson, district manager, 
U. S. Rubber Company, with headquar- 
ters in Cincinnati, told Boor AND SHOE 
RECORDER, that his territory is approxi- 
mately 25 per cent ahead of last year, 
despite the wrong kind of weather for 
shoe men at this time of the year. Oc- 
tober looks better than any time since 
1929, he said, and dealers are buying 
more of quality merchandise. 

“Price staples are giving way to style 
specialties,” said Stevenson, “because 
they carry better profits and give a 
better appearance. Better styling of 
the new merchandise over the old line 
of staples which shoe dealers have re- 
lied upon for the. past three or four 
years is another important factor.” 

G. Arthur Bauman, new manager at 
Nisley’s, recently transferred to Day- 
ton from Toledo, reports that his store 
is making a continual increase despite 
the unfavorable weather. The progress 
is due to the fact that their styles have 
been stepped up, he said, and more col- 
ors are being carried than ever before. 
The priacipal reason for the steady in- 
crease is due to the novelties, he de- 
clared. 


Nunn-Bush Changes Stock Set-up 

MILWAUKEE, Wis. — Stockholders of 
the Nunn-Bush Shoe Co. have voted a 
three for one split-up of common stock, 
and have amended the articles of in- 
corporation, changing the common 
stock set-up from 90,000 shares of com- 
mon authorized, no par value, to 300,- 
000 shares of common $2.50 par value. 
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BOOTS AND SHOES 
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BROOKS SHOE MFG. CO., Philadelphia, Pa... 2.00.00. kc ccc eee ce nce veces 52 


CAMBRIDGE RUBBER CO., Cambridge, Mass.. 1 Sais ip peel aes Back Cover 
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Ss Me I FOUR CTI oss oo os ng Sake fa ncccbensks Rddekw resin c dis 59 
SN I UN OO NN sak od aie's ahs erco.sniciey oc ceo 4 cas Sesbdan Veuveasi 62 
KIRSCH-BLACHER CO., INC., New York City............... Se ae Gane ah en a 62 
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QUALITY that reveals itself 

in appearance — quality that 

reveals itself in fit and wear 

— quality that builds volume 

in men’s shoes and assures per- 
manent profits and satisfied customers. 
Shoes expertly made from the finest 
materials, properly styled to meet the 
most exacting tastes. 


Sustained volume on the popular pat- 
terns is assured by our prompt and 
complete In-Stock Service, providing 
faster turnover, lower inventory invest- 
ment and increased profit. Check your 
stock today and make the most of your 
Opportunity to profit through the mer- 
chandising of shoes that have quality 
appeal to men. 


In-Stock in a wide range of styles and 
complete widths and sizes. 


VITALITY SHOE COMPANY: ST.LOUIS, MO. 
Branch of International Shoe Company 


Vi 


MEN’S BOYS’ 


AAA to G AtoE 
Sizes 4to14 © Sizes 1 to6 
$5.50, $6, $6.75 $4 and $4.50 





BERMUDA 


‘3 





WOMEN’S CHILDREN’S 
AAAAA to EEE Complete widths 
and sizes 
Fo tay Me $2.95 to $5 
.75,afew 
styles $6.00 i ane 


VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5.00 
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STYLE No. 2290 
(U.S. design patent #99997) 


by 
PREMIER SHOE CO. 
in Colonial Black Patent 


PATHICIGT 


There are blacks eas and there is Colonial 
Black. Its outstanding leadership would never 


have been earned b one or two points of su- 
Y P 

periority. It is better, finer, in every way and 

on every count, which is the reason Premier 


Shoe Company favored it above all others for 


Colonial Tanning Company, Boston, Massachusetts 






~€OL 


this exclusive pattern. Use it on some of your 
important afternoon and evening-wear patterns. 


Discover what the superlative, mirror-like 


sparkle and unperishable finish —of Colonial 
Black Patent, adds in salability to a good 


last, a good pattern and good workmanship. 


a 


IAL 


Black Fotent 
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a HAPPY ey a wa le clkes 


for Spaulding Counters give her Happy Heels 


In school and out, alertness and buoyancy are needed today. Good humor 
and good heels go hand in hand. Heels that fit snugly, that never sag or 
bulge, that hold their shape for the life of the shoe. Heels with Spaulding 
Counters. These superior counters are tough . . . as smartly fashioned as 
the shoe they go into... as accurately sized, in both rights and lefts, 
as the lasts they duplicate. Made of long-fibre hemp and flax—specially 
processed, sun-dried and fabricated. A real Pius of satisfaction and value 
your customers appreciate—and say so with repeated purchases. For bet- 


ter, steadier selling shoes, specify—'‘With Spaulding Counters’’ . 


FAULDING 


Counters 


“Made in North Rochester, N. H. 








NO OTHER PART OF THE SHOE MEANS $O MUCH ...AND COSTS $O LITTLE 
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6743—Black Kid Blucher, oak sole, 
rubber heel, grain inner, 
Goodyear welt. Sizes 5/12, 
Width $2.15 


964—Gun Metal Blucher, compo- 
sition sole, rubber heel, Mc- 
Kay construction. Sizes 6/12. 


. 978—Gun Metal Blucher, full dou- 
ble oak sole, rubber heel, 
wearproof lining, caulk welt, 
grain inner, Goodyear welt. 
Sizes 5/12, Width E 


1022—Tan Elk Blucher, oak sole, 
rubber heel, grain inner, 
Goodyear welt. Sizes 6/12. 2.172 


971\—Gun Metal Blucher, full 
double oak sole, rubber 
heel, caulk welt, wearproof 
lining, Goodyear stitched. 
Sizes 6/12, idth E 


969—Black Calfskin Blucher, full 
double oak sole, rubber 
heel, caulk welt, grain in- 
ner, Goodyear welt. Sizes 
6/12, Widths C, D, E 


1023—Box Russia Blucher, oak sole, 
rubber heel, Goodyear welt, 


all leather. Sizes 5/12, 
Widths C, D 2 





Service 


That famous quotation* inscribed on the Federal 
Post Office in New York City can easily be ap- 
plied to these police and service shoes by 
Endicott-Johnson. 


Just as the men who wear them—the officers of 
the law, the mail carriers, the fire fighters—stay in 
line of duty regardless of time or weather, so do 
these famous service shoes perform a faithful service. 


Built to take active wear, built to give comfort at 
all times, built to keep feet warm and dry, Endicott- 
Johnson police and service shoes are a profitable 
line for merchants with a keen outlook for a bigger 
business. Become Head Quarters for service shoes. 
Carry the complete line . . . they'll serve you and 
your customers well! 


THESE SHOES 
ARE IN-STOCK 


Shoes... 


Neither Snow Nor Rain Nor 
Heat, Nor Gloom of Night, 
Stays These Couriers From 
The Swift Completion of 
Their Appointed Rounds. 
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a Kololo Me acclolUlar Mi alohA-MOlUiciiclaleiiale Mme a:tohitla-t- 


thar make your SELLING EASIER 






For Example 


INSURANCE AGAINST FLAT FEET 


IN HOOD CANVAS SHOES 
witH POSTURE FOUNDATION 


N answer to the demands of parents who 

want additional support for their chil- 
dren’s growing feet! Posture Foundation, in 
Hood Canvas Shoes, provides you with a 
powerful selling point which no ordinary 
canvas shoe has—dnsurance against flat feet! 

Posture Foundation provides proper foot sup- 
port in a canvas shoe, assures normal alignment 
of the bones and ligaments of the foot, correctly 
and evenly distributing the weight of the body. 
Another most important sellimg point is the 
quality which Hood builds into every product in 









This Demonstration Board actually shows your customers what Posture 
Foundation is and does. It’s a real sales help—yours for the asking. 


its line. This assures you of customer satisfaction 
—and profitable, continued patronage. 


HOOD RUBBER COMPANY, Inc., Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chi- 
cago, Ill.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; Denver, 
Col.; Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; 
Minneapolis, Minn.; New York, N. Y.; Philadelphia, Pa.; 
St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; 
Seattle, Wash.; Syracuse, N. Y. 








When writing advertisers please mention Boot and Shoe Recorder 











BOOT AND SHOE RECORDER, October 3, 1936 


THE WORLD’S 2 BIGGEST RIVERS 
ARE NEARLY THE SAME LENGTH. . 











( wow NAME ») 


THE WORLD'S 
LONGEST RIVER 


Nile + Egypt 
4000 Miles Long 


Mississippi-Missouri + U. S. 
4221 Miles Long 























THE AMAZON, 
TEACHER 


NO, TEACHER— 
THE NILE / 


... but the second biggest magazine is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


ONSIDER this fact: The American Weekly has 
C reached a record-shattering circulation of nearly 
6,000,000 copies— two to one bigger than any other 
magazine! 


Consider these facts: In 624 of the 3,074 counties in 
the nation are all cities of 10,000 or more population. 
68% of all the country’s families live in these 624 
counties, where 81% of ail retail sales are made. 

Consider this fact: Among this 68% of the nation’s 
families in these richest buying areas The American 

Weekly concentrates 87% 
of its sales-making circu- 
lation of nearly 6,000,000! 

Finally, consider this 
fact: There is no single 
selling force comparable 
to The American Weekly 
in producing faster turn- 
over and greater profits 


THE 


Greatest 
Circulation 
in the World 





NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 


for retailers who sell the everyday necessities and 
luxuries of life advertised in The American Weekly! 


What The American Weekly is 


The American Weekly is the largest magazine in 
the world. It is distributed through the great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 

In 144 more cities, 40 to 50% of the families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. .. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


ERICAN 
EEKLY 


**The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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DON'T GAMBLE AGAINST STACKED CARDS 


Buying substitute cement is like betting against a sure thing . . . you lose. For a 
cement-sole shoe can be only as good as the cement which holds it together. If your 
shoes are made with an inferior cement, be ready to catch the rising chart of ‘‘returns.”’ 


COMPO Cement is specially formulated for COMPO Shoes by du Pont’s mighty labora- 


tories. Over a hundred and fifty million pairs of the best cemented shoes have been 
made with this adhesive. It’s a bond for your shoes and a bond with 


@mp your customers. Compo Shoe Machinery Corporation, Boston, Mass. 


161,000,000 pairs of the most successful cemented shoes have been made with Compo Cement 
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The MASSAGIC Foot Massaging 

Shoe is no experiment. For two years 

it has been tried an tested in hundreds of 

stores. It has established an unheard-of re- 
putation for repeat sales. 


Nowhere else, in the whole length and 
breadth of the shoe world is there a man’s 
shoe at $5.00 and $6.00 with so much merit, 
so many features, so easy to demonstrate 
and so easy to sell with minimum effort. 


24 attractive numbers in stock. 
WEYENBERG SHOE MFG. COMPANY 


MILWAUKEE, WISCONSIN 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL . . . 


Experienced manufacturers and retailers 
know the importance of strength and rigid- 
ity in shank construction and wood heel 
attaching. 


Based upon sound shoemaking principles, 
Unishank and U/C Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 
methods add strength, increased durability, 
and comfort to the shoe throughout its life. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Re on 
sFiee 


a "In Stock 


THE SAXON: S-682, in tan Norwegian calf 


Announcing FLORSHEIM 


TO RETAIL AT 


$]() 


REGULAR STYLES 


$Q75 


AND 


‘10 


THE 


“Campus” Styles 


Styled particularly for that group of men who wear today what the 
nation adopts tomorrow, Florsheim is introducing a line of Campus 
Styles. Like all Florsheims, these shoes will be built to the highest 
standards of quality—will be made to give “the extra wear of a second 
pair’. And, like all Florsheims, this new line will possess that unusual 
consumer acceptance that has built the largest fine shoe business in 
the world. Florsheim representatives are now on the road with their 
Spring and Summer styles. If you are interested, our representative 
will be glad to show you the finest and most complete line that we 
have ever displayed. Write us if you wish him. 


FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY e Manufacturers @e CHICAGO 
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